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WomMmAN~ HOME 


BRITAIN’S BIGGEST SELLING MONTHLY MAGAZINE 


Gales cceed 
900.000 
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It is read by women who are responsible for 


buying for the family. This, coupled 


7 ae its low advertisement rate, makes 
V 
S. } WOMAN AND HOME essential for 


\; 
Ss } te ar any successful “home” campaign. 


ONE OF THE A.P. GROUP OF bls MONTHLY MAGAZINES 
I/- MONTHLY, }\PAGE RATE £540 
UU 
A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, 
FARRINGDON STREET, LONDON, E.C.4 * CENTRAL 8080 
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Lost art of 
salesmanship 


A warning that Britain had lost 
some of its art of salesmanship 
abroad was given by Sir Norman 
Kipping, director-general of the 
Federation of British Industries, 
addressing the Eastern Regional 
Council of the Federation of 
British Industries. 

He said: “In America and 
Canada you see some really 
brilliant efforts by British firms 
and also some antique methods 
alongside them. It is hard to 
believe that people can be so 
stupid about their methods. ‘There 
is a lot to be done about refur- 
bishing our methods in the 
North American market.” 


Editor will speak 


on Catholic press 


When the annual Congress of 
the Christus Rex Society, an 
important religious organisation 
in Ireland, meets at Waterford on 
Easter Monday the subject for 
consideration is “The Catholic 
Publicist.” 

Among papers to be read is 
one on “Publicity and Propa- 
ganda: The Principles” by the 
Rev. D. P. J. Hamell, of St. 
Patrick’s College, Maynooth. The 
only layman scheduled to present 
a major paper is T. O'Keeffe, 
editor of the /rish Weekly, Bel- 
fast, whose subject will be “The 
Catholic Press.” 


JIN THIS ISSUE— 
Marketing prospects in the Home 
Counties surveyed—page 612. 
NEXT WEEK: Wilton Evan, in 
a@ new, expanded feature, spot- 
lights instances of initiative on 
the part of the provincial press. 


To The Editor.. 


Direct mail saves 


salesmen’s time 


Sir,—I can tell you what the 
sponsors of “Frujade” would do 
to support their salesmen in 
Leicestershire and, I should hope, 
for the whole of the country. 

They would use direct mai! to 
help both the salesmen and the 
retailer, They would reduce the 
time salesmen needed to spend in 
the shop to almost the time 
needed to book an order, Con- 
sistent direct mail would have 
done much of the “selling” for 
them and many calls could be 
eliminated because orders could 
be obtained direct. They would 
then use direct mail to “help the 
dealer to sell” by means of a 
dealer co-operative campaign, 
maybe on the lines already pur- 
sued by the petro! and soap 
powder people. The retailer might 
supply the lists or the whole of 
the residents in his locality could 
be approached through the post 
as a very powerful support of 
the local and national press 
advertising. 

I have put all this very briefly 
but it is such a natural means of 
reinforcing the advertising mes- 
sage and is so widely used by 
progressive manufacturers, that 
I have all along assumed that it 
was part of the other marketing 
services not specifically dealt 
with during the series. 1 should 
be very pleased indeed to learn 
if an advertising agent of Mr. 
Caplin’s standing would embark 
on a marketing scheme of this 
nature without direct mail appro- 
priation and, incidentally, he 
would not mean £500 for a single 
county, 

Ross HOLLAND. 
Directei, 
Simmonds Postal Publicity Ltd. 

(All the Frujade campaign articles 
claim to do is to demonstrate one 
good way of advertising Frujade. 
As Mr. Holland suggests, there 
may well be other ways of spending 
the initial appropriation. Whether 
alternatives are as good, or better, 
is a matter of opinion.—Editor.) 


Ve alaable lesson 


from the law’ 


SiR, 
on the able way in which the case 
for advertising was presented at 
the Trafalgar Square inquiry last 


I would like to comment 


week. All the appellants were 
well represented. 

It was certainly a treat to listen 
to the skilful netticntal of the 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


barristers to the subject. Each put 
the case for advertising in a 
straightforward, concise manner. 
Advertising was rightfully held up 
as an essential part of modern 
commerce. The popularity of the 
illuminated signs in dispelling a 
great deal of the gloom which 
prevails over London at night 
was also stressed in no uncertain 
manner, 

In fact, 1 think, the case pro- 
duced a valuable pointer as to 
how to plug advertising. No 
gimmicks, no trickery, no knock- 
ing copy—yjust the © straight, 
honest-to-goodness truth without 
any frills. Perhaps publicity 
could learn a thing or two from 
the law? 

PETER JOHNs. 
London, N.9. 


Posters have to do 
a ae of work 


was interested in 
Charles pen views (A.W., 
March 19) about the declining 
standards of poster art. But are 
posters getting worse? I have 
not noticed it, The film poster, 
though on the whole appalling, 
shows signs of improvement; and 
we stil] have the excellent posters 
of Ealing Studios. 

The tendency is not a decline 
in standards, but a more realistic 
approach to poster art. We can- 
not sit back (like London Trans- 
port) and produce pretty pictures 
all the time. Alas and alack, the 
effect of increased competition is 
that posters have to do a job of 
work, They need not offend good 
taste, but they probably offend 
the devotees of abstract art. 

H. RipGway. 


H.R. Associates Ltd., 
{48 Strand, W.C.2 


Sir, 


Quiet and copy 


Sir,—Recently, when applying 
for a post as copywriter with a 
well-known agency, I filled in a 
questionnaire containing, amongst 
Other items, one to this effect: 
“Can you write good copy in 
noisy surroundings with people 
passing in and out of the room 
and carrying on conversation?” 

Copywriters are not usually a 
temperamental crowd, nor do 
they expect the impossible, but 
a reasonable degree of quietness 
for creative work should be 
regarded as a basic need. 

CHARLES C. 
Amersham, Bucks. 


SAGAR. 


MarRcH 26, 1953 


Parade of Irish 


industries 


Dublin’s annual parade of 
Irish industries, as part of the 
St. Patrick's Day celebrations, 
brought over 100 vehicles rolling 
through the city’s main streets to 
emphasise the increasing range of 
Irish manufactures which are 
being advertised at home. 

While few of the floats were 
outstanding in conception, that of 
the Sunbeam-Wolsey organisation 

using massed daffodil blooms 
and mannequins—attracted most 
attention and newspaper refer- 
ences. Most important feature of 
the parade, however, has been 
the steady increase in the number 
of companies entering advertising 
floats during the past few years. 

A window-dressing contest for 
Irish goods has also been held 
during the past week to promote 
greater concentration on display 
advertising. Both the parade and 
the window contest were org- 
anised by the National Agricul- 
tural and Industria] Develop- 
ments Association. 


More publicity for 
. 
gas is urged 

A resolution asking that in the 
interests of national fuel effici- 
ency, greater and wider facilities 
for publicity should be allowed 
to Gas Boards to emphasise the 
merits of gas and its by-products 
was passed by the South Western 
Gas Consultative Council, at 
Taunton, 

It was passed following con- 
sideration of representations 
from Brigadier Peto, M.P. for 
North Devon, and from a con- 
sumer, alleging extravagant ad- 
vertising by the South Western 
Gas Board. 

The chairman of the Board, 
C. H. Chester, said they were 
not allowed to spend anything 
like as much as they wanted on 
advertising. 


Wal Kkers 


(Showcards) Ltd 
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Lumbering is British Columbia’ s second largest industry—production exceeding $525,000,000 annually. 


! OUVER 


THE HUB TRE WEST COAST 


Vancouver, Canada's third city, is the heart of one of Canada’s most concentrated trading areas which 
contains 56% of British Columbia's entire population and has 60%, of the entire retail sales of this 
rich, fast-growing Province. 

The population of Vancouver and its environs is now 650,000 and retail sales run over $700,000,000. 
annually. In the past ten years both Vancouver and British Columbia have experienced phenomenal 
growth in population and industrial expansion. From 1941 to 1951, population increased over 40%. 
As the heart of B.C., Vancouver is the main distributing point, purchasing centre and spending area 
for the unprecedented industrial boom founded on the development and fabrication of the enormous 
natural resources of the Province. With the coming of new hydro electric power, oil and natural 
gas pipe lines from Alberta, it is expected that industrial development will show increasingly rapid 
growth. 

B.C. isa very receptive market for Old Country products. The all! year seaport facilitates water borne 
traffic. There is a deep consciousness of the importance of buying Old Country goods to enable payment 
for our increasing exports of lumber, fish, mining and fruit products. For instance, B.C., per capita 
buys more British moter cars than any other part of Canada. American tourists add substantially to 
B.C. sales figures, contributing over $70,000,000 in Greater Vancouver during 1952. Weather conditions 
and foliage in the Vancouver area are very similar to those in Great Britain with the added splendour 
of mountain scenery. 

In this lively and growing market The Vancouver Province is an essential sales medium 
with the market, to its present circulation of 123,000 adding 20% in the past year. It is read by the 
more substantial families and is influential throughout the whole of British Columbia. Seventy-five 
per cent of its readers own their own homes; 36°, are executives in various industries. It has built 
a reputation for complete and trustworthy news coverage and has a keen realisation of the part a 
newspaper must assume in its responsibilities to the community. 
readers mean positive results for advertisers. 


. It has grown 


The respect and loyalties of its 


For a copy of the folder ‘‘The Vancouver Province Market'’ write to Mr. F. A. Smyth, 34-40 Ludgate Hill, 
London, E.C.4, 


Marcon 26. 1983 
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THE SOUTHAM NEWSPAPERS 
The Ottawa Citizen 

The Hamilton Spectator 

The Winnipeg Tribune 

The Medicine Hat News 

The Calgary Herald 

The Edmonton Journal 


The Vancouver Province 


THE VANCOUVER PROVINCE 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS 


CANADA 
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BEVAN INVITED TO EASTBOURNE 


More speakers wis Pune wists 
hg To-morroy Death of Queen Mary: 


NEURIN BEVAN is be po a aya ug toe Advertising sends 


ing invited to address the 

em Det tana f behind-the-scenes suggestion is 
Advertising Association Con that Aneurin Bevan should be 
erence to De Ned « “ast- invited to address the Adver- N j a 8 th 
bourne from Thursday, April tising Association Conference messages 0 sympa y 
30, to Sunday, May 3. He is to be held at Eastbourne in 
being asked to discuss. the May. 


Rios the 4 ttennin Maan tees essages of condolence on the death of Queen Mary have 
eflect aged eogeven a S NEW @ Latest developments in t> been sent by organised advertising on behalf of the 
tons — d have on con- publishing world poi industry to the Queen and members of the Royal Family. 
The e ee will open on aie A message from the Advertis Robertson, president,” was ad- 
the Friday morning with a civic “e. said it in’ “To-morrow's ing Association, signed “BE. J. dressed to Sir Alan Lascelles, the 
welcome from the Mayor of Queen's secretary. It read: 
Eastbourne (Ald. E. C. Martin), “The officers and members of 
following which E. J. Robertson, the British Advertising Associa- 
president of the Advertising Asso tion request that their deep sense 
— will make the opening of loss and most humble sym- 
ero nald Maudling Economic pathy be conveyed to Her Majesty 
Secretary to the Treasury, will the Queen, the Queen Mother 
address the delegates on ; - 4 PY fi and sees of the Royal 
family.” 4 


The purpose of the Conference is i. $ , ; The British Direct Mail Adver- 
discussed by L. E. Room, ry ; : J tising Association said it was 
director-general of the Advertis- ; : : “with profound regret — that 
ing Association in “Guest officers and members received 
Column” on page 596. } tee the sad news of the passing of 
_ Queen Mary. They respectfully 
“Britain's Economic Position,” tender loyal expressions — of 
and H. Nutcombe Hume. chair- ay ga she A 
man of Charterhouse Investme ve Message was signe y A. 
Trust fy will speak be hier. D. M. Saunders P. L. Stobo Cyrus Ducker Fdward Jones, chairman of the 
tising and the New Structure of | On the spot answers to criticisms or observations of visiting 81) MAA 
Industry.” The final speaker at speakers will be given by spokesmen for advertising. . . . Above are The LILP.A. also sent their 
this session will be D. M three of the leading figures who will reply. condolences to the Royal Family 
Saunders, chairman of the J 
Walter Thompson Co., Ltd., who 
will put forward advertising’s 
point of view, in relation to the 
remarks of previous speakers 
Speakers on Friday afternoon 
(Sir Miles Thomas presiding) will 
include Mrs Mary Adams, 


director of talks, BBC. tele- | 

vision, who will give a Progress | & 
Report on TV, R. F. Schu- Du 

macher, economic adviser to the 

National Coal Board, on “Adver- | OTOPLAY use 

tising and the Raw Material 


Sees $$ $—$__—___ —__ — __— - - 
| 
| 
| 


Shortage.” and G. R. Pope, 
assistant manager of The Times. 

There will be two sessions on 
the Friday evening. The first, at 
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@ Continued from previous page 


SCIENCE WILL BE 
A KEY TOPIC 


which F, P, Bishop, M P., will 
preside, will be addressed by 
four speakers, who under the 
general talk of “We Saw it Grow” 
will describe different periods in 
the history of advertising. The 
speakers will be Fred Slaughter 
(who will give an account of ad 
vertising before 1914), Hubert A. 
Oughton (the 1920's), Drummond 
L. Armstrong (1930's), and Leslie 
Stinton (post 1939-45 war) 

On the same evening will be a 
debate on the motion “Advertls 
ing generally tends to under 
estimate the intelligence of the 
housewife.” lan Harvey, M.P., 
will be in the chair 

Theme for the Saturday morn 
ing session will be “Advertising 
in Modern Society.” William 
W. J. Studd will preside and the 
chief speaker will be Dr. W. E. 
Sangster, a former president of 
the Methodist Conference He 
will be followed by Professor 
Waddington, of Edinburgh Uni- 
versity, whose subject will be 
“The Influence of Scientific 
Development on Advertising.” 

John Newsom, Director of 
Education, Hertfordshire County 
Council, will then discourse on 


Widespread entries 
for opinion poll 

The Apvertiser’s WEEKLY 
Conference Opinion Poll Com- 
petition closed this week with a 
large and representative number 
of entries from all over this coun 
try, and several from overseas. 

The judges, A. Everett Jones, 
chairman, Eastbourne Conference 
Organising Committee, Leslie E. 
Room, director-general. the Ad 
vertising Association, and the 
Editor are meeting next week to 
judge the entries 

Results, with an analysis of the 
replies to the questionnaire, will 
be published in) ADVERTISER'S 
Weekty on April 23 


“Advertising and the Younger 
Generation,” and Cyrus Ducker 
will reply for advertising 

“Advertising in the World of 
Ideas” will be the subject for the 
Saturday afternoon session, The 
speakers will be James Richards 
(joint editor, Architectural 
Review, member of the Royal 
Fine Art Commission), Stephen 
Potter and E. S. Turner, whose 
subject will be “Need Advertising 
have a Shocking Future?” Philip 
L. Stobo will wind up 

“Any Advertising Questions” is 
expected to attract a large crowd 
on the Saturday evening. 
W. D. H. McCullough will be 
Question Master, and the panel 
of experts will include Alfred 
Pemberton, Edna Shrives, C. W 
Crouch, and G. S. Campbell with 
Elizabeth Allan as guest 

The Conference will conclude 
on the Sunday morning with an 
open discussion on the future of 
the Advertising Association. The 
chairman will be Norman Moore 
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The chainman of the Con- 
ference Committee, A. Everett 
Jones, writes: 

Arrangements for the 
bourne Conference are 
practically complete snd 
Advertising Association have 
already begun the registration 
of delegates. First results indi- 
cate a very encouraging res- 
ponse, but many more are 
needed to beat the record 
achieved at Brighton last year 

Those of us who have been 
responsible over the last few 
months for the work and 

preparation 
have done 
what we 
an to 
make the 
business 
and social 
p ro 
grammes 
attractive. 
The list of 
those who 
have ac- 
cepted invi- 
tations to 
speak in- 
cludes many distinguished people 
both inside and outside the ad- 


East- 
now 
the 


We need to demonstrate our solidarity 


vertising business. A wide 
variety of subjects has been put 
on to the agenda in order to 
interest the greatest number of 
people who comprise the Adver 
tising Association 

One of the main purposes of 
this Conference as I See it is not 
only to make the public aware 
of the great power we wield, but 
also of the responsibility that 
we accept for it. 


‘We must deserve 
a good press’ 


To do this we have got to 
create a Conference’ which 
deserves a good press. But if 
we want a good press, We also 
want a good audience, for a 
well attended Conference must 
be a good advertisement for ad- 
vertising. We owe it not only 
to ourselves but in no small 
way to those who are making 
obvious sacrifices to appear on 
the platforms. 

1 would make an appeal par- 
ticularly to the heads of busi- 
ness units to see that as many 
of their staff as possible, especi- 
ally their junior people, can 
attend. In timing, this kind of 


our work, 


Conference was so designed to 
make the least in-roads in the 
normal week’s work. It is rela- 
tively easy for proprietors and 
directors to attend, but a great 
number of the people whom 
they employ rarely get a chance 
either to see, in the mass, their 
colleagues in advertising, or to 
hear anything about it. 

Last year at Brighton it was 
gratifving to note that the list 
of delegates contained a large 
number of representatives from 
the advertisers 

We need this annual demon- 


stration of solidarity and we can 


sink any sectional interests 


which may tend to divide us at 


other times. 
pin i MB kL 


Thanks 


Finally I would like to thank 
the Editors and Board of 
ADVERTISER'S WEEKLY for their 
support. The trade press renders 
us very valuable help in two 
Ways: it creates interest in the 
Conference, and, by reporting 
it, makes a permanent record of 


‘Our ads. are 
patronage’ 


—Bombay Govt. 

Action of the Bombay Govern- 
ment in withholding State adver- 
tising from the Times of India 
because the Chief Minister dis- 
likes the tone of its editorials, 
bas aroused widespread contro- 
versy. 

Morarji Desai, the Chief 
Minister, has rejected tne plea of 
the All-India Newspaper Editors’ 
Conference that Government ad- 
vertising should be allocated to 
newspapers on the basis of their 
circulation and readership. He 
claims that the Government is 
entitled to regard and use adver- 
tising as patronage 

The Government's action has 
been described as “a blow to the 
freedom of the Press,’ by A. D 
Mani, conference president. 


dt an informal ceremony at the 
Savoy Hotel, following a “‘Sport- 
ing Life’ luncheon, A. B. Clements, 
editor, hands a_ cheque — for 
£10,897 19s. Sd. to the Lord Mayor 
of London, Sir Rupert De la Beére 
for the Flood Relief Fund. The 
money had been subscribed by 
readers of “Sportine Life’ and the 
“Sporting Chronicie” in response to 
an appeal launched by the book- 
makers’ organisations. 


Still more want ‘Poster Research’ 


the 
methods used in the survey to a 


Nearly 100 requests for copies 
of the leaflet, Poster Research 
recently issued by Outdoor Pub- 
licity Ltd., have been received 
from advertisers and agents, not 
only in Great Britain, but also in 
Norway, Egypt, and Canada. 

The leaflet summarises findings 
from a survey on poster advertis 
ing in Wigan and Luton, carried 
out by new methods, Six hun- 
dred copies were originally sent 
out in January to interested or- 
ganisations A document con- 
taining complete details of the 
research technique employed has 
been sent to research workers 


Outdoor Publicity Ltd. have 


now demonstrated research 
number of leading advertising 
agencies, including most of those 
specialising in poster advertising, 
the Incorporated Society = of 
British Advertisers, the council 
of the British Poster Advertising 
Association, the National Solus 
Association, the management 
committee of the London Poster 
Advertising Association, and to 
the Institute of Incorporated 
Practitioners in Advertising 
{whose research committee has 
endorsed the methods used as 
being consistent with sound 
market research practice). 


Civil Servants 


Advertising their 
grouses 


Civil servants with grievances 
against the Irish Government are 
using newspaper advertising 
columns to bring their case 
before the public. . 

Similar action was taken by 
dairy farmers on strike against 
Government delay in dealing with 
their claim for raising the 
controlled price on milk. Last 
week the organised civil servants 
began their press advertisement 
campaign of protest against the 
refusal by Mr. de _  Valera’s 
Government to undertake to pay 
the Civil Servants’ Arbitration 
Tribunal Award of an average 
increase of 12s. a week in salaries 

Nine inches across two columns 
was taken in the daily papers for 
the first advertisement, headed 
“Civil Service Arbitration Award 

A Letter To Civil Servants.” 
Then followed a letter beginning 
“Dear Colleagues,” concluding 
“Your sincerely, John O'Connor, 
Director of Publicity.” Beneath, 
in smaller italic type than the 
body of the letter, appeared the 
words: “Issued by the Civil Ser- 
vice General Council Staff Panel.” 

After outlining the civil ser- 
vants’ complaints, the letter 
referred to the protest meeting 
held in Dublin the previous Sun- 
day, called newspaper accounts 
“conservative” and Radio 
Eireann’s “miserable,” and pro 
mised: “We will be running a 
series of press advertisements and 
will do all we can to keep you 
informed of progress.” 
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Thirty extra 


3-D ad. film 
wins praise of 
the critics 


Che first-ever three-dimensional 
advertising film in Ferraniacolor 
was given its premiere. last 
Friday, as a curtain-raiser to 
“Bwana Devil,” the American 
3-D feature film. 

It was presented by Theatre 
Publicity Ltd. and produced by 
J. Henry Piperno for Capstan 
Cigarettes Advertising agency 
responsible was John Haddon & 
Co., Ltd. 

Critics found the Capstan film 
superior to the much-heralded 
feature picture 

The News Chronicle com- 
mented: 

“There was one encouraging 
aspect. Before ‘Bwana Devil’ 
there is a_ British-made 3-D 
advertising short made by Stereo 
Techniques Ltd 

“Technically it is of much 
higher quality; the colour is 
brilliant and there is no loss of 
focus. It is an  unambitious 
little film taken in a studio, and 
it shows what can be done.” 

Capstan’s film traces the mis- 
fortunes of a girl going for an 
interview for a job. At the half- 
way stage she lights a Capstan 
but does not comment on it. 
Later the personnel manager 


Easter publication 
Owing to the Easter holiday, 
“Advertiser's Weekly” will be 
published a day earlier next week 

on Wednesday instead’ of 
Thursday. 


gives her another to soothe her. 
Then he turns to the audience 
and suggests that they, too, 
should try one and proceeds to 
throw Capstans by the handful. 

An ADVERTISER'S WEEKLY 
critic writes: The Capstan film 
demonstrated that there is a 
future for 3-D screen advertising 
The impression that cigarettes 
were Sailing towards the audi- 
ence opens up intriguing pros- 
pects for the featuring of other 
products Here, indeed, iS a gim- 
mick for putting a message across 
visually 


Market research 
weekend course 


Graeme Cranch, who is organis- 
ing the next Market Research week- 
end course in Leeds, April 10 to 12, 
States there is still room for further 
vacancies but accommodation at 
Leeds University is being rapidly 
booked up. 

Local students who do not 
require overnight accommodation 
can be readily included in the 
course, Details from Graeme 
Cranch. Mather & Crowther Ltd. 
Brettenham House, Lancaster Place 

1C.2 


- 


Marble Arch, London, by Leon 
Goodman Displays Ltd. 


in which the film is set, 
painted in fluorescent 
illuminated by ultra violet light. 


record figure of 836. 


the year, the highest number in 
any year except 1945, 

Lever emphasised that the 
object of the Bureau remained as 


He was convinced that 
increased advertiser 
membership was 
tant to this end and was particu- 
larly glad at the important adver- 
tisers who had accepted nomina- 
tion to the Council, 

reports showed that 


members elected 


Cinema had 3-D display, too 


The first 3-D display ever seen 
on a cinema facade was designed 


By an intricate system of back 
projection specially devised for 
this display, illuminated images 
of animals cross and re-cross each 
other on an acid-etched glass 
screen and the title of the film 
moves across the screen and 


comes to rest giving an illustra 
tion of the extra dimension 


John Coope is new chairman of 


Audit Bureau of Circulations 


Vice-chairman of Daily Mirror 
Newspapers Ltd., John Coope, 
has been elected chairman of the 
Audit Bureau of Circulations. 

At the annual general meeting 
last week the retiring chairman, 
2. A. Lever (Ultra Electric Ltd.), 
introducing the Council's report, 
said that the membership at the 


(Reckitt & Colman Ltd), G. V. 
Nye (Shell Mex & BP. Ltd), 
A. J. Pearson (Railway Execu 
tive), C. L. Smith (Dunlop 
Rubber Co., Ltd), C. BL Wrey 
(The Imperial Tobacco Co, (of 
Great Britain & Ireland) Ltd.), 
Walter M. York (BE. K. Cole 
Ltd.); advertising agent: R. § 
Freeman (The Robert Freeman 
Co., Ltd.); publishers: Kenneth 
Brown (London Countics News- 
papers), T. G. Moore (Portsmouth 
& Sunderland Newspapers Ltd.), 
L. W. Needham (Daily Express) 

Council members re-elected 

Advertisers: F. J. Ecclestone 
(Beecham Group Lid), B ft 
Kent (Allen & Hanburys), E. A 
Lever (Ultra Electric  Ltd.); 
advertising agents: H. L. Clark 
son (S. H. Benson Ltd.), Miss 
Audrey Deans (F. C. Pritchard, 
Wood & Partners Ltd.), Thos. D 
Morison (Mather & Crowther 
Ltd.); publishers: John Coope 
(Daily Mirror), W. R. Derwent 
(Westminster Press Provincial 
Newspapers Ltd,). Norman 
Edwardes (News of the World), 
Harris Kamlish (Odhams Press 
Ltd.), Stuart McClean (Daily 
Mail), Greville Poke (Everybody's 
Weekly), G. R. Pope (The Times), 
G. SS. Strode (Radio Times), 
Frank H Waters (News 
Chronicle) 

The following were elected to 
the executive committec John 
Coope (chairman), F. J. Eccle 
stone (hon. treasurer), Ef A 
Lever, C. B. Wrey. R. S. Free 
man, Thos. D. Morison, Leslie 
W. Needham, and G. §S. Strode 

The following membership 
committee was elected John 
Coope (chairman), Miss Audres 
Deans, and C. L. Smith 


ADVERTISER'S WEEKLY 


pages for the Coronation 


AND SMALL CUT 
‘ Al 
IN PRICE OF 
mal ‘ ry 
NEWSPRIN1I 

Newspapers are to have 
extra newsprint for the Corona- 
tion, as forecast in Tomorrow's 
Topics last week. 

Sir Arthur Salter, Minister of 
Materials, stated in the House of 
Commons on Monday that in the 
Ié-week ration period beginning 
on May 3 the Id. daily news- 
pepers will be allowed to publish 
a total of 30 pages above the 
present maximum 

The ration period has been 
extended from 12 to 16 weeks 
States the Newsprint Ratjoning 
Committee [he supplementary 
allowance of pages for a news 
paper is on the following scale 


Dailies (ld. and 14d.) ai) 
Dailies (2d.) 36 
Dailies (Gd. or more) 44 
Sundays (24d.) : 8 
Sundays (3d. or more) 10 
Weeklies (all prices) 10 


Small newspapers (i.e. with a 
page area of less than 250 
square inches) will receive 
double the number of pages 
given above. 

Ihe present ration for $d. daily 
papers is 576 pages for a 12 
week period, or an average of a 
daily 8-page paper. ‘The addi- 
tional 30 pages may be used at 
any time during the 16 week 
period 

The equalised price of news- 

print has been reduced by £1 a 
ton to £53. 


Silver Jubilee 


BDMAA bid 
in provinces 


lo celebrate their silver 
jubilee, the council of the 
British Direct Mail Advertis- 
ing Association have decided 
to attemot to establish 
branches in the provinces. 
Birmingham, Newcastle, 
Manchester, and Glasgow, 
have been named as centres 
for potential development— 
“where producers and users 
of direct mail can join forces 
and meet to exchange views, 
hear addresses by prominent 
speakers, see displays of cur- 
rent work and take part in 
educational sessions.” 
“Direct Advertising.” the 
Association's official organ, is 
to be made available to non- 
members on a_ subscription 
basis. The journal, free to 
members, is to be re-designed. 
lo celebrate the foundation 
of the B.D.M.A.A, in 1927, a 
silver jubilee dinner, dance 
and cabaret will take place at 
the Hyde Park Hotel on 
Friday, September 25. 


4° — - 7 . 2 ES ee oo . SUR oe .< ; 
= ST ees Lm 
; P| 587 | . 
* 
| . 
t Pe ee 
a} me mma Any aS 
| TEEET] SWANA Dav) Um 
i” wm? * owen 5 Sone: ones @ ane 7 
i 4 
i 
Lee) P ¢ Fe _— 3x 7 
* de i “2 ie se $s it “Be a pe c Bye os or ww - 
2m Oe ance he ———— — " < : 
q ; 
‘ y } 
3 : ba 
ae *' ic ee . 
+N ia am. 
at t } mn, 7 
sist he 2 
e 
i 
' " 
end ear stood at the ia 
Re = 4 new ad- Ee Oe Cee eeereeoeeeoesosceoesoeseee:. ry 
vert joined during $ $ : 
$ Pe 
° AmEnEEEEeREEEED : 
° ae 
3 _ 
bia ithe ial ti ed pe ; : 
alwa VS to 4 - 
; secure by : ] 
uniform Ham ae : “ 
methods of Hig ; : . 
audit accur- & $ : ‘ 
ate net sales 5 : 3 A 
figures of all a Z : : a 
media that _ ; : : : 
sel] advertis im eo $ $ 
ing space a it : ; 
and that all re : $ : 
steps must Bie : : 
be taken to : : 
bring pub- é : $ I 
lishers who $ $ ‘a 
are not yet 3 $ 3 
members to John Coope : H 
pe a 
. . 
. . 
. . 
. . 
. . 
- > 
. > 
a 
. > 
. > 
. . 
. 7 q 
. a. 4 
. >. 
. . u 
. > 4 
$ $ 7 
tota figures certified by the . $ 
Bureau. were: July-December : : 7 
1951, 80.483.081; January-June $ $ 7 
1952. 81,805,587 s $ ” 
New SS sto the : : 
Council for 1953 54 were : ; 
Advertisers: A & Buck PTTTTTTTTrrriirrrre ee 4 
iy ; P 
ah re ¢ Se : ey a a — gus “ES _- Z *% 7 a. F J 


ADVERTISER'S WEEKLY 


Club News 


London 
—e 
‘EK e 4 9 

mpire Night 
Night” at Publicity 
Club of London on Monday 
resolved itself into a hvely debat 
wt a very high level, on Common 
wealth economic policy, especially 
the pros and cons of Imperial 
preference, 

After L. S. Amery, the eld 
statesman who has in his time bees 
Secretary of State for the Colonies 
for the Dominions, and for India 
had spoken on “The Future of the 
Empire,” the chairman Ivan 
Luckin, invited Commonwealth 
representatives, present by invita 
tion, to express their views They 
responded with alacrity 

Sir Frederick Doidge, High Com 
missioner for ew Zealand, ex 
plained the Anzus agreement on 
Pacific defence; R. A. McMullen 
agent general for Alberta, forecast 
that the second half of this century 
would see a development of Canada 
equivalent to that of the U.S.A. in 
the first half: J. M. Tully, agent 
general for New South Wales, 
spoke on current Australian track 
problems; F. Leach, commissioner 
for the Gold Coast. stressed th 
need for capital for Commonwealth 
development. 

Mr. Amery 


“Empire the 


suid one reason th 


The Advertising Clubs Confer- 

ence will be held from September 

25-28 at the Grand Hotel, 
Harrogate. 


Commonwealth would = grow in 
strength and unity was that it asked 
less from, and gave more to, its 
members than any other form of 
association. Its economic resources 
however, had been neglected. Thes 
must be developed, and our mutual 
cconomies must be planned to that 
end. A multilateral trade policy he 
considered impracticable. — Instead, 
the nations of the Commonwealth 
should give each other preferential 
treatment, not only in tariffs, but in 
shipping, migration and finance. 


Oxford 
Film show 


Acute appendicitis prevented 
Roger Pryer of Bentalls Lid., Kine 
ston, from fulfilling his engagement 
to give a talk to the Advertising 
Club of Oxford. A film show was, 
therefore, arranged by Kingsley 
Belsten. with the co-operation of 
the Nuffield Organisation and others. 


Ahhh hhh) 


ADVERTISING 
DIARY 


Friday, March 27. 
Poatiorry Cron or Lonpon gala 
Grosvenor House, 7 pm 
| Monday, March 30. 
Pomiciiy Cron oF 
An evening of magic’ 
Circle of Magicians 
wpm 
National Poste SPprAaKING 
rest (Southern area, first 
Publicity Club of London v 
Advertising Club Roval 
Corporation, Fetter Lane 


SHEFFIELD 
by Sheffield 
Grand Hotel, 


CON 
round) 
Regent 
Scottish 
rc4 


Pustrciry NOTTINGHAM 
Mrs A.J. Frey on “The psychology 
of advertising“ Victoria Hotel 
7Wpm 

ADVERTISING CREATIVE 
Joop Geesink on “The 
Story” King Charles 
Whitehall Court, 6.45 pm 
AAA PARA AAA EL ee) 


CURCLE 
Dollywood 
Suite a4 
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When the Publicity Club of 
London holds its Coronation 
Year Gala at Grosvenor House 
to-morrow, Friday, a record 
will be olayed conveying a 
message of greeting, recorded 
by Pat Barnes, U.S. radio star, 
from the Advertising Federation 
of America and the Advertising 
Club of New York. 

A duolicate of this message 


¢ Transatlantic greetings 


will be olayed at the Brand 
Names Luncheon of the Adver- 
tising Club of New York on the 
same day. 

Ivan Luckin, chairman of the 
Publicity Club of London, has 
recorded a messave of acknow- 
ledgment, which is beine air- 
mailed to the Advertising Club 
of New York with the sugges- 
tion that it is also »olayed at 
their Friday luncheon, 


At the Regent Club Thank You Party, left to right: 
Frank Waters, president; 
Robertson-Macdonald, past chairman; 


Bell, of Bowater's; 
chairman; J. H. Brebner; Cmdr. A 
George Worledge, past 


Regent’s new premises are opened 


A new chapter in the history of 
the Regent Advertising Club began 
lust week when the Club’s new pre- 
mises in Chesterfield Street, Mayfair, 
were officially opened with a house 
warming party. 

The Club's 
Waters, managing director of the 
News Chronicle and The Star 
thanked those who had supported 
the Trust Fund which had been 
Started some years previously and 
had made the purchase of the new 
premises possible. 

The new premises 
the Club to 


Frank 


president, 


would enable 
widen its appeal to 
bring advertising and publishing 
closer together. He thanked the 
committee, led by Geoff. Tyas, for 
the hard work they had put in to 
get the premises habitable. 

Cecil D. Notley, the club’s chair- 
man, referring to the membership 
of the Club, said that it catered 
more for the younger element in ad 
vertising who “can't afford a double 
whisky but only a Double 
Diamond.” 

The Club, with its cafeteria 
spacious lounge and library, and 
pleasant bar, is now in full use. 


Birmingham 


Mock trial 


Publicity 
tion's associates’ circle organised a 


Birmingham Associa 


mock trial at the Press Club, 
Birmingham. 

D. Postlethwaite (publicity man- 
ager of Lewis's Lid. (Birmingham) 
was accused of “conspiring with 
persons unknown to produce adver- 
tising matter calculated to mislead 
the public.” His witness was N. J 
Pegg (Birmingham Post & Mail 
Lid.). 

M. J. Hill was prosecutor and 
his witness was H. N. Brealey 
(advertising manager, B.S.A.). The 
judge was J. Seth Smith, and the 
audience were the jury 


The accused was found not guilty 


chairman; 


Butlin; John 
D. Notley. 


Denis 
John Coope; C. 


and Leon Goodman. 


Leeds 


Roy Seton wins 
Dutson trophy 


Winner of the Frank H. Dutson 
silver trophy awarded at the annual 
public speaking competition held 
by the Publicity Club of Leeds, was 
Roy Seton 

he competition is 
by the Club in association with 
the public speaking class of the 
Leeds College of Commerce and 
Leeds Branch of the Business and 
Professional Women's Club. 

“Typography in Advertising,” was 
the subject of a talk by Cecil Meyer 
at an evening meeting of the Club 
last Thursday. Mr. Meyer is a 
designer and typographer to the 
Layton Group. 


Bradford 
‘Fashion ads. should 
create atmosphere’ 


Miss Leonora Curry, London 
fashion editor and designer, gave a 
talk on fashion at a ladies’ night 
meeting of the Bradford Club. 

Advertisers and buyers, she said, 
should draw attention to the salient 
fashion feature of each garment for 
the guidance of the public. Fashion 
advertisements should create atmos- 
phere rather than give detailed 
information, 

Miss Curry was 
W. A. Williamson 


Association's 


promoted 


challenged by 
a member of the 
executive, about the 
smartness of northern women. “We 
have many extremely _ fashion- 
conscious women in Bradford.” he 
said 

The buyer in 
there were 


4 leading store safa 
two distinct fashion 
regions in Britain—the north and 
the south ind in the” north 
extremes of fashion did not sell, 
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Dublin 


First winner of 


McConnell award 


W. G. King became the first 
holder of the McConnell Award of 
the Advertising-Press Club when he 
received it from the hands of the 
donor, ¢ E. McConnell, at a 
presentation ceremony in the Shel- 
bourne Hotel, Dublin 

In the words of the citation, he 
received the award “for his services 
as president of the tirst Irish Adver- 
tising Conference. Cork, May, 1952. 
lis acknowledged success was due 
in very large measure to his work 
both in helping to organise the 
conference and as its president.” 

Mr. King served as chairman of 
the Joint Committee formed to 
welcome overseas delegates to Ire- 
land from the 1951 International 
Advertising Conference, and = as 
chairman of the Advertising-Press 
Club in 1947-48 and 1950-51, and 
honorary secretary in 1948-49. 


(See “Mainly Personal,” page 630) 


Oxford defeat 
Berks and Bucks 


The first round of the Advertis- 
ing Association’s national public 
speaking contest, organised — by 
Norman Groome, took place at 
Oxford last Friday, when the Ad- 
vertising Club of Oxford's team 
J. R. Booth, P. D. Ratcliffe and 
J. W. Scamel, scored a narrow vic- 
tory over the Berks and Bucks team, 
J. Derry, A. Taylor and D. Dailey. 
winning by 17 marks out of a total 
of approximately 1,300. 

Judges were Ivan Luckin, chair- 
man of the Publicity Club of 
London, the Rev. H. R. Moxley. 
chairman of the Oxford Committee 
for Famine Relief and H. O. 
Hartley, J.P., recently retired editor 
of the Oxford Times. P. D. Rat- 
cliffe of the Advertising Club of 
Oxford was declared the _ best 
speaker of the evening. 


e SPORT e 
NAGS week-end 


successful was the N.A.G.S. 
Sandwich that it will 

The week-end began 
with a dinner at the Guildford 
Hoiecl, Sandwich, on Friday, at 
which the captain, Leslie W. Need- 
ham presided. Results: Saturday, 
Royal St. George's: Morning 
Round: winner A. R._ Everett, 
runner-up D. W. Walton. Best Ist 
Nine L. R. Cooper, Best 2nd six 

W. Needham. Afternoon Round: 
winners L. M. Masius and P. H. 
Wilson, runners-up K. V. Braddon 
and J. C. W. Daniels. Best Ist 
nine R. B. Foster and T. V. Board- 
man, best 2nd six D. W. Walton 
and A. H. Mclsaac. Eclectic P. W. 
Wilson. 

Sunday, Princes, winner A. R. 
Everett, runner-up A. H. Mclsaac, 
best Ist nine D. E. Hardy, best 
2nd nine K. V. Braddon. 

The Society's Spring Meeting will 
be on Wednesday, May 13, at 
Walton Heath. 


Football 
Top Geere 


George Newnes have made certain 
of the League championship by 
defeating Samson Clark 4-0, and 
Higham’s 13-0. They have played 
12 games without defeat, scoring 68 
goals and conceding only 5. Centre- 
forward Geere has scored 29. 


So 
week-end at 
be repeated 
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Dual control: Lords hear case 


for Manchester Bill 


589 


OUTDOOR INDUSTRY’S CLAIM FOR 
UNIFORM CODE OF REGULATIONS 


RGUMENTS for and against the Manchester (Advertise- 
ments) Bill—promoted by the outdoor advertising industry 
were begun on Tuesday before a House of Lords Select Com- 
mittee, consisting of Lord Merthyr (chairman), Lord Ashton of 
Hyde, Lord Noel-Buxton, Lord Hampton and Lord Hardinge of 


Penshurst. 


The Bill, sponsored by the 
British Poster Advertising Asso- 
ciation, the Electrical Sign Manu- 
facturers Association, the Master 
Sign Makers Association, and the 
Solus Outdoor Advertising Asso- 


ciation, seeks to deal with the 
problem of “dual control” of 
outdoor advertising, so far as 


Manchester is concerned, by 
repealing powers contained in 
the Manchester Corporation Acts 
1844 to 1950, “or in any other 
local enactment applicable within 
the city.” in so far as they give 
powers to the City Corporation 
to regulate, control, prohibit or 


restrict the display of outdoor 
advertising. 
Ministers declined 


The contention of the sponsors 
is that outdoor advertising in the 
city should be controlled only by 
the Town and Country Planning 
Act 1947, and the Regulations 
made under its authority. 

They argue that it was the 
intention of Parliament — that 
such regulations should consti- 
tute a uniform code throughout 
the country. 

Parliament, indeed, made pro- 
vision for the repeal of these 
local Acts, in so far as they affect 


advertisements, but, it is con 
tended, successive Ministers 
responsible for the administra- 
tion of the regulations, have 


declined to take any steps in the 
matter 

The Manchester Corporation 
contends that the repeal of these 
local enactments is a subject for 
national policy which should 
devolve on the Government, and 
that the promoters are endeavour- 
ing to usurp that responsibility 
If anv amendment of the Act of 
1947 is necessary. they argue, it 
should be effected by general and 
not by local legislation. 

The Ministry of Housing and 


Local Government, in a docu- 
ment submitted to the Select 
Committee, declared that when 


machinery, as lai 
Town and Country 
came to be ex 
plored, great difficulty was en- 
countered It was found that 
there was a multiplicity of such 
local enactments, conta ning very 


the repeal 
down in the 
Pianning Act 


diverse provisions, and the 
Minister was advised that each 
local enactment would have to 


be identified. It also appeared 
impracticable to find a workable 


general formula applicable to 
each enactment and it seemed that 
each would have to be dealt with 
individually. Moreover, under the 
procedure laid down, it would be 
necessary to make three Orders 
in Council, the first giving notice 
of intention, the second providing 
for a loca! inquiry and the third 
embodying the order as presented 
in Parliament. 

This ovrocedure (said the 
Ministry) was so heavy that it 
proved imoracticable to set it in 
motion in the circumstances. 

It would be pdssible to simplify 
the procedure by an amendment 
of the 1947 Act which would 
make it unnecessary to make 
three Orders in Council on each 
occasion: but it was not clear 
that the other objections could 
be surmounted 

If a simpler and more prac- 
tical method of eliminating in 
convenient duplication could, 
however, be devised, the 

Minister would not exclude the 

possibility of the Act being 

amended in this sense at a 

suitable opportunity But he 

could not hold out any hope 
of including any such provision 
in the Bill! he contemplated 
introducing to amend the finan 
cial provision of the 1947 Act 


Eliminate inconvenience 


Subject to the foregoing con 
siderations, the Minister was in 
favour, as a matter of administra 
tive convenience. of the estab 
lishment of a single code which 
would eliminate the inconveni 
ence of complying with the pro 
vis ons of the regulations and of 
local enactments where they 
related to the same matter, pos- 
sibly with differences of detail 

But even if it proved possible 
to bring this about by repealing 
overlapping parts of local enact- 
ments, this would not avoid the 
necessity of leaving untouched 
other provisions of local enact- 
ments Which deal with matters 
which might incidentally relate 
to the display of an advertise- 
ment, as for example, a provision 
relating to the general safety of 
Structures 

Moreover, he was not so far 
convinced on the evidence avail- 
ahle that the existence of such 
provisions in local enactment had 
given rise to serious difficulties 

@® See Stop Press on 
back cover for latest. 


Many prominent figures in advertis 


ing went to the Savoy Hotel on 


Monday evening for the annual 
presentation by Sporting Record 
to the “Sportsman of the Year 


Len Hutton here pictured with H. ¢ 
Dravion, chairman of Sporting 


Rec ord 


Unusual spaces 
for film ads. 


Unusual spaces for film adver 


tising were taken on London 
buses by M.G.M. to boost their 
production “The Bad and the 
Beautiful.” 


In addition to the customary 
outside positions they took spaces 
inside--the front centre upper 
deck position, the centre position 
inside downstairs, and the panel 
behind the conductor on the bus 
platform In all 2,500 
were used 


Exhibition of 
overseas ads. 


Ihe directors of Export Adve 
tising Services Ltd. entertained a 
number of chents and friends on 
Wednesday last week, to a cock 
tail party to mark the completion 
of their new premises at 22. Old 
Bond Strect, W.1. Guests were 
welcomed by Donald MecKinnell 
managing director, and Mrs 
McKinnell ‘ 

A studio exhibition showed 
examples of overseas advertising 


buses 


for a number of prominent 
British advertisers, including 
Raleigh. Hercules, Goodyear. 


and Lipton’s 
material for 


Ovaltine, Guinness 
Tea, also publicity 
the United Africa Co 


Butler urges 
publicity for 
productivity 


An appeal to industry to back 
up Government productivity 
publicity has been made by 
the Chancellor of the Ex- 
chequer. 

Stressing the urgent need for 
industry’s contribution to the 
achievement of more exports 
and more investment, Mr. 
Butler told a conference organ- 
ised by the British Productivity 
Council: “lh would surely be 
a great help to the work of 
the Council if individual in- 
dustries and, best of all, indi- 
vidual firms re-state their own 
problems of export and of 
plant modernisation to their 
own staff and operatives in 
terms of their own circum- 
stances and problems.” 


Ready-made help 


Mr. Butler had two picces of 
advice to give on publicity 
about methods. The first was 


that, in industry, there existed 
many vigorous organisations 
with particular interests and 
their own ways of reaching 
people. The Council should 
seck to enlist all the ready- 
made help it can get 
Secondly, he strongly urged 


leaders in industry, and in the 
trade unions, to get about the 
country as much as possible, 
carrying the gospel to groups 
of managers, technicians and 
operatives Industrial leaders 
had many calls on their time 
for meetings and consultations 
in London but, said Mr. Butler, 
they would be doing a good 
service to the aims of the 
Council if they used whatever 
time they could spare to take 
its message to the centres of 
production. 


See Comment page 596 


and some of 
the guests 


In fesuve mood at the cocktail party in the new premises of Export Adver- 


Left to right 
(managing director 


Lintas Ltd.j, Hedley 


tisine Service Lid 
McKinnell 


(art director 


D 


kaport 
Vincent (director 


Lewis (Guinness Exports), Donald 
Advertising Service), W. Berry 
Scout & Bowne Ltd.) 
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Gillette reorganise 


ad, department 
Gillette (Great Britain) Ltd. have 


announced reorganisation of their 
edvertising department 

A. R. M. Sedgwick has been 
appointed chief advertising execu- 
tive of the Gillette arene and 
elected to the board. He will carry 
the overall responsibility to the 
board of the holding company 
(Gillette (Great Britain) Ltd.) for 
the advertising activities of their 


operating subsidiaries: Gillette In- 
dustries Ltd. (razors and blades) and 
Noma Cosmetics Ltd. (Toni, Prom 
and White Rain) 

Y. Rouse will 
duties of advertising manager, 
Noma Cosmetics, and P. Judge 
those of advertising manager, 
Gillette Industries Ltd 

* 


take over the 


W. H. E. Beale, company secre- 
tury and treasurer of Young & 
Rubicam Ltd., for the past four 
years, has been elected to the board. 
Mr. Beale, who is a specialist on 
mechanised accounting and finance, 
has been with Y. & R. almost since 
the first days of the foundation of 
the London office. Last year he 
visited New York in connection 
with finance negotiations for the 
English company. 


One man—two jobs 


Cecil Cooke has been named as 
successor to Frank Hoppé as dirce- 
tor of the campaigns division of the 
Central Office of Information. He 
will continue as director of the 
exhibitions division of C.O.L, a 
posilion he has held for several 
years. He is well known for his 
work in connection” with the 
Festival of Britain exhibition. Mr 
Cooke has been publicity director 
of Catesbys Ltd., and chief execu- 
tive with the Winter Thomas Co., 
Ltd. He joined the old Ministry of 
Information to take charge of the 
display section and was later joint 
head of the creative section, 

* * 


John A. Steel has been appointed 
consultant on public relations and 
alhed matters to Willing'’s” Press 
Service Lid. Director of publicity 
to the Gordon Hotels Ltd., he has 
handled the publicity for this group 
for the past 13 years. 

Executive in charge of the public 
relations department is Miss Marie 
P. Jennings. She has been engaged 
on public relations work for several 
years, both in commercial and in- 
dustrial spheres, 


W. H. Cooper Reg 


Cox per 


B. Brickman has joined Rumble, 
Crowther & Nicholas media depart- 
ment where he will carry out media 
planning and media research duties 


He was previously with F. ( 
Pritchard, Wood & Partners. Mr. 
Brickman was one of the three 


winners of the travel bursaries 
awarded last year by the Advertis- 
ing Association. 

* * * 

Norman Rogers, honorary secre- 
tary of the Institute of Public Rela- 
tions has announced his intention 
no to stand for re-election at the 
end of his period of office next 
November. As a result the Insti- 
tute Council is considering steps to 
fill the vacancy by the appointment 
ot a full-time secretariat and the 
acquisition of an office. Mr. Rogers 
played a leading part in the forma- 
tion of a group of local government 
IR. men in 1946 out of which, two 
years later, emerged the Institute. 

* * * 

New | secretar of the Audit 
Bureau of Circulations is G. S. M. 
Brand. Mr. Brand had a varied 
experience of periodical publishing 
with B.B.C. Publications for a 
number of years before the war, 
and later became assistant pro- 
gramme accountant of the B.B.C. 
Subsequently he was chief accoun- 
tant and later seeretary of the Army 
Kinema Corporation and has lately 
been chief accountant of one of the 
J. Arthur Rank group of companies. 

* * * 

C. A. J. Martin, general sales 
manager of the plant division home 
sales, Crompton Parkinson Ltd., has 
been co-opted to the board of 
executive directors for one year. 


W. H. E. Beale 


Osmond G. Dowling, editor of 


Radio Review, Dublin, is on a 
goodwill tour of the radio stations 
of AFN in) Western German» 
and & two-way publicity mission. 
He has taken messages of greeting 
and invitation from the sponsors of 
An Tostal—the “Ireland at Home” 
Festival which starts at Easter 

for broadcasting from AFN; et the 
same time he will record messages 
in Germany for transmission in 


Radio Review's spoftsored _ pro- 
gramme from Radio Eireann. 
* * * 

Cecil Gabbertas, deputy editor, 


News Chronicle, is to be appointed 
to the board. 


Reg Cooper succeeds his father 


W. H. Cooper, London manager 
and advertising representative of the 
Bristol, Evening Post, relinquishes 
his connection with the advertising 
side of the London office this week 
He wil be succeeded by his son 
Reg. Cooper, who has been acting 
as his deputy for months, 
W. H. Cooper will continue until 
September as London manager 

Starting in 


some 


Fleet Street in 1899 
in the London office of the Bristol 
Times and Mirror under H. ¢ 


Anning, W. H 


Cooper succeeded to 
the position of 


London advertising 


manager of the Times and Mirror 
and the Evening Times and Echo 
in 1925, and continued to hold that 


position until the paper ceased pub- 
heation in) January 1932. When 
publication of an independent 


Marie Jennings 


wel 


John Steele 


Bristol evening paper was mooted, 
Mr. Cooper opened an office at 80 
Fleet Street and worked indefatig- 
ably to put the new paper on the 
map. So successful was he that the 
first issue ran to four more pages 
than had been originally planned. 

In 1950 Mr. Cooper was president 
of the Press Advertisement Mana- 
zers’ Association, having celebrated 
his 50th year in Fleet Street in 1949, 

Reg. Cooper, honorary secretary 
of London Publicity Club, joined 
the Bristol Evening Post in 1933 
from Allied Newspapers, and after 
war service rejoined as assistant 
and later deputy to his father. As 
from March 30 he will be sole 
London advertising representative 
of the Bristol Evening Post. 


_— 


John Batten 


Cecil Cooke 


Albert Milhado & Co., Ltd. 
celebrated their sixth anniversary 
with a cocktail party in London 


last week. Pictured here are, (left 
to right), J. Read and Mrs. K. 
Gascoigne (Mather & Crowther 
Lid.), Albert Milhado, W. Russell 
(Coiman, Prentis & Varley Ltd.), 
J. Freemantle (Dorland Advertising 
Ltd.), Miss Y. Kelly (Albert Milhado 
& Co., Ltd.). 


Batten leaves Odhams 


John Batten has left Odhams 
Press by mutual agreement. He 
had been press relations officer in 
their sales promotion and service 
department for six months. Mr. 
Batten joined Odhams from Wat- 
ney, Combe, Reid & Co., the 
brewers, for whom he was adver- 
using manager. Before that he was 
director of publicity at Eastbourne 
and B.B.C. North Regional publicity 
officer at Manchester. 


* * 

R. H. Gapper, director, Attwood 
Statistics Ltd., leaves for the Conti- 
nent on Monday for a three weeks’ 
trip. The purpose is to examine 
with the international companies 
who subscribe to the Attwood 
Consumer Panel in Great Britain 
th opportunities for a similar 
panel in other countries. He will 
visit France, Belgium and Holland. 

Bedford Attwood, governing 
director, will make a similar trip in 
May covering France, Western 
Germany and Denmark. 

* 


* 

David Ogilvy, of Hewitt, Ogilvy, 
Benson & Mather Inc., has an- 
nounced the election of Shelby 
age as a_ vice-president of the 
eompany. Mr. Page has been 
treasurer of the agency since its 
early days. He is a grandson of 
Walter Hines Page. U.S. Ambas- 
sador to the United Kingdom dur- 
ing the First World War. Mr. 
Ogilvy also announced that James 
McCaffrey has been elected a vice- 
president. Mr. McCaffrey is direc- 
tor of media. 

* 


H. V. Worrall, manager of 
Lancashire Aircraft Corporation, 
has resigned, to join a Leeds adver- 
tising business. 

More News About People 
on page 635 


* * 
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How on earth can 
they afford it? 


You mean the refrigerator? 


Yes. And all the other expensive things they seem to buy. Look at 
those television masts, for example. I used to think that people 
living in council houses couldn't afford luxuries. 


That might have been so once, but not any longer. There are 
families living on this estate with two, three and even four or 
more wage earners. Many of them doing considerable overtime. 


But they're not in the majority, surely? 


There are far more multiple-income families than you’d imagine, 
and even where there’s only one wage earner it’s a safe bet he’s 
making much more money than he did in the past. 


And, of course, their rents are subsidised. 


Too true. And the majority work in local factories and save on 
fares. I’m not saying there are no hard cases, mind you, but by 
and large, these are the people with the money to spend. They’re 
the mass market. The only market worth bothering about, in my 
opinion. 


DAILY MIRROR 


With the highest daily 
net sale in the world, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily 
newspapers at the lowest 
square inch per thousand 


rate of all national dailies. 


When planning 
your schedules, you 
MUST include the 
DAILY MIRROR 


| Marcu 26. 1953 s91 ADVERTISER'S WEEKLY 
| eee NSM ek BR ee <r wy Y 
| : Pt Se oy 7 cn 
} a ea Sow F/i oe t LS, Wee tS yh 44 hy ™s Sg ft i 
——, — ” Ai © a Seo 7 SN Oe ls = 
; Cor | ~s a 
“ | ~~ 4 = ~ j re | +} a fi ” w — #. be “\ ; ~ 
| we) 1 4. # aa |) Ke ic eee 7 0 
: a ] = ar hy ‘pi J AS = { thea \Y, gown) 
‘ ‘-fi] |” ts i | -_ (ff 1] 4) Y 1 AS . A i 1 S - > yy — re; am, . 2 
| =z eo) ty | ten tal \ = ‘RB —” 
| oh Or GD | Sag SAT OR 
i } ’ . : 4 > — Z 3 5 . 
Se wf li AG 6. od | I N wy, “ oo BY 
a) nS Se Sy Of; Be ee 
the 7 — SS v4 y Wiw 
; Lo } & ‘ hi } : 4 \ 
ty } ve ) \ j a9 ys { £ Ny li ff | 
im ee Re al, pa '' i 
f A ¥ CAT ‘d y WW oN on if of \ 7 f Jae f ; ; 
; aa = Weg , . awe _o oS — / AY 
3 i, > SEP a Ba! m (2% 4 / IY 
| <<, , ———\ ae ‘ —_ Or iy’ "| Ge APs 
BFS: SAS . Hey eat | ee [¥H ; ure “ag / Panta / e 
1 wy SE see [ eg “J a 7 == 
FR A ky | (Adie Nee 29? eee roe é 
t . 4 | | ‘ * ¢ AY * ’ 4 ; a c a 
4 | /) i EE ae my fe EAs : 
| } 4 | ; b ore ay he . 4- " , Dy J a ae ¥ oe y 4 ae ae : * 
vi my) { E Y : : "4 nf “5 r Dyer +s, 4 “ = ey ~ 7 
| 48 Nb SE ee ee | 
4 cS I L 3 4 4 . >. aa We J ~ ae ta ; 45 ie 7 
i ce _ - fle i Nt ., 
ee 
| ee 4 
' Z 
: 
| ee ; 
.— 
ee : 
ee ‘i 
ee a . 
q 9 
a 


ADVERTISER'S WEEKLY 


New talent scheme for 
screen advertisers 


HROUGH his 


uction company, Screenspace Ltd., Dimitri 


de Grunwald has decided to offer screen advertisers a com- 
plete and independent production service for filmlets and two- 
minute or one-minute advertising films. This service will 
include live action photography, puppets or cartoon animation 


THE PROFESSOR 
AND THE TIGER 


Advertising signs need only 
be of comparatively small size 
in country villages, Professor 
Sir Patrick Abercrombie told 
a Town and Country Planning 
Association meeting in 
London. 

He said that there was a 
danger to countryside ameni- 
ties from standard size petrol 
advertisements of the “Big 
Four.” 

That afternoon he had 
admired a tiger in Piccadilly 

but in a country village it 
would seem “considerably 
over life size.” 


Film show for 
agency staff 


Stephen S. Wheeler and Neal 
Kirby of Theatre Publicity Ltd. 
gave a private film show to 50 
members of the staff of Alfred 
Pemberton Ltd., including direc- 
tors and executives, at Pember- 
ton’s Park Lane offices. 

The show was part of Pember- 
tons’ regular evening executive 
meetings for the study of specia- 
lised forms of advertising and 
promotional publicity, and was 
arranged at the invitation of 
chairman, Alfred Pemberton. 

Five two-minute advertising 
films and 15 filmlets were intro- 
duced in a_ short explanatory 
talk from Theatre’ Publicity’s 
sales chief, Neal Kirby. 

Mr. Kirby said the quality of 
advertising films had progressed 
by leaps and bounds. 

He explained that the Rank 
Organisation permitted only 4} 
minutes of screen time for regular 
advertising. Consequently this 
was found to be most satisfac- 
torily exploited by matching one 
two-minute advertising film with a 
reel of ten assorted filmlets of 15 
seconds duration each. For cer- 
tain products, these filmlets were 
found to be more effective, he 
said, although the two-minute 
film was the obvious favourite. 

A complex system of booking, 
it was explained, ensures con- 
tinuous or alternate week show- 
ings in periods of 13 weeks, 
26 weeks, Or a year in the 
specific areas required. 

Pembertons are the first adver- 
tising agency to have a private 
showing On their own premises, 
and the success of this event has 
decided Mr, Wheeler to take his 
show round to other agencies 
who are interested. 


in colour or in black and white. 


Mr. de Grunwald’s aim in thus 
extending the scope of his com- 
pany’s activities is to bring greater 
variety and a new pool of crea- 
tive talent to the service of ad- 
vertisers who, with the greater 
showing facilities now available, 
are showing more interest in the 
film medium than ever before. If 
required he will also give con- 
sultative advice to advertising 
agents, regardless of whether the 
production is placed with him or 
not. Long experience as an ad- 
vertiser, as well as in the film 
world, he considers qualify him 
to view an advertiser's problems 
and needs objectively. 

He also has in mind, and is 
preparing for, the expected 
demand for films as a means of 
providing materia] for commer- 
cial television, 

Up till now, Mr. de Grunwald 
has concentrated on cartoon 
films only in association with his 
French colleague, Andre Sarrut, 
but on the Continent he and 
Sarrut have many clients for 
whom they have made live-agtion 
films. 

Mr. de Grunwald will continue 
his association with Andre 
Sarrut, and in addition to having 
cartoon or puppet films made by 
him, will also call upon him for 
live action work for British 
clients, particularly where adver- 
tisers need to put over style, 
glamour or beauty. 

He also intends to draw upon 
the talent available to him from 
the feature film field through his 
association with his producer 
brother, Anatole de Grunwald. 
In this way he hopes to intro- 
duce to screen advertising, script 
writers, cameramen, directors, 
composers and artists who have 
so far never been utilised outside 
of feature films. 

He will operate as before from 
45 Clarges Street, and will make 
use of studio facilities in London 
and Paris. 


‘Three-pronged’ sales 
drive in America 
A “three-pronged” sales drive 
throughout thousands of miles of 


the North American continent by 
a Rootes Motors “dollar team” 


will help the new Sunbeam 
Alpine car (developed from the 
famous Sunbeam Talbot 90 
model) to earn dollars. This week 
the car will make its debut simul- 
taneously in New York and San 
Francisco, and it goes on view 
again at the International Motor 
Sports Show in New York on 
April 4. 


A pre-view of the Coronation decorations to be used in the Bedford store 


of E. P. Rose & Sons, L 


dance last week. Designed by 


td., was given at a staff Coronation dinner and 
M. H. Devine, the display manager, the 


high spot of the scheme is a set piece 30 ft. high, portraying H.M. the 


Queen at the Trooping of the Colour ceremony. 


The store celebrates 


its 115th anniversary this year. 


Two organisations which pursue 


the same 


Advertising managers, at their 
association’s annual dinner on 
Friday, heard experts stress the 
complementary functions of ad- 
vertising and public relations. 

F. W. P. Corbould, president 
of the Incorporated Advertising 
Managers’ Association, in wel- 
coming Richard Paget-Cooke, of 
the Institute of Public Relations, 
as chief guest, claimed that both 
these organisations were pursuing 
the same basic aim of ensuring 
that the public had the right 
attitude towards the products or 
services of the companies they 
represented. 

Mr. Paget-Cooke (who is 
director of public _ relations, 
Foote, Cone & Belding Ltd.) said 
that the closer that advertising 
and public relations worked to- 
gether, the better it would be for 
both. 


21 years ago 


Mr. Corbould (who is director, 
Vick International Ltd.) men- 
tioned that it was 21 years ago 
that a club or organisation of 
advertising managers had been 
formed, but as an incorporated 
association it would not reach its 
silver jubilee till 1959. Among 
the guests he welcomed were 
Gordon Hollis, secretary of the 
Proprietary Association, who, he 
said, rendered valuable help to 
those in the proprietary medicine 
field by advising on the require- 
ments of the Advertising Code of 
Standards; and J. E. Hockey, who 
succeeds J. Ferguson as general 
secretary of the LA.M.A 

Mr. Corbould also paid 
a tribute to two members of 
the Association’s origina] execu- 
tive committee, Charles Rose, 
whom he described as an “elder 
statesman” of the Association, 
and Gordon Hargraves. 

Responding, Mr. Paget-Cooke 
said that advertising had one 
great advantage over public rela- 
ticns—-a_ very clearly defined 
cbjective. An advertising man, 


basic aim 


whether advertising manager or 
agent, had merely to sell goods 
or services, whereas the public 
relations man was selling, not a 
thing, but an organisation or an 
idea, 

More than 160 were present at 
what once again proved a most 
enjoyable function. As_ usual, 
there were many gifts of hand 
creams. lotions and other beauty 
accessories for the ladies. The 
gentlemen cach received a packet 
of Andrew's Liver Salts! 

The cabaret was arranged by 
Lady Colwyn, formerly advertis- 
ing manager of Ferranti Ltd. 


‘Approach method 


was wrong’ 


Complaints of the way in 
which Morecambe Corporation 
tried to persuade national] adver- 
tisers to participate in the resort's 
illuminations this year were 
made at a meeting of the More- 
cambe Chamber of Trade. 

A representative of the elec- 
trical contractors, A. Eastwood, 
said that personal contacts should 
have been made with the big 
national advertisers. Instead a 
letter had been sent to 200. Only 
37 firms acknowledged the letter; 
only three were interested and 
only One put forward some con- 
crete idea of what he wanted. 
The whole thing had been planned 
too late in the day, said Mr. 
Eastwood. 


. . 
Millions more for 
. 
print 
The total amount which the 
Government proposes to spend 
on printing and stationery this 
year is close on £16 million— 
about £6 million more than was 
spent in 1949-50, Hugh Gaitskell 
alleged jn the House of Commons 
last week. 
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Head. 


; ... that’s how she likes everything 


from fashions to flowers, 


‘ that’s why she likes what she sees in 


Vanily Fair 


And baving that little extra money which permits 


her to follow her tastes she, and thousands 
of other younger, smarter women 
like her, are virtually a hand-picked 


market for advertisers. 


* id 


am 


Advertisement Rates. 
£125 @ page in Llack and white - 


— ow ee. ~ 


THE NATIONAL MAGAZINE COMPANY LIMITED, 28/30, GROSVENOR GARDENS, 8.W.1 
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Trafalgar Square Lights—Advertising says: 


‘BOOST TRADE AND BANISH GLOOM 


CASE AGAINST THE PLANNERS’ BAN: 
‘AN ISLAND IN A SEA OF TRADE’ 


HE role of advertising in 

industry and the export 
trade was stressed during the 
concluding stages of the public 
inquiry into Westminster City 
Council’s ban on advertising 
signs in Trafalgar Square. The 
inquiry, which occupied four 
days, ended last Friday. 

Bernard Moss submitted a 
statement from the Advertising 
Association pointing out that the 
Square was one of the focal 
points in London to which visitors 
from the provinces and overseas 
naturally gravitated, 

“When illuminated the adver 
tisement signs create an atmos 
phere of gaiety and liveliness 
such as the tourist in search of 
amusement expects of a capital 
city,” the statement continued 
“Their attraction may be judged 
from the number of people 
watching them from the parapet 
on the north side of the Square. 
Were the signs removed, the 
south side at night would present 
merely the gloomy fronts of some 
undistinguished office buildings, 
of no interest to the visitor, and 
indeed conveying the false im 
pression that London 1s dead 
after dark an impression” un- 
likely to encourage a return visit 
or a longer stay.” 


A shop window 


for overseas 

“The south side of Trafalgar 
Square has been considered for 
many years a kind of shop win- 
dow offering a valuable oppor- 
tunity to draw the attention of 
visitors from overseas to British 
products in a cheerful way they 
can readily understand, even if 
they do not speak English.” 

A similar statement by the 
Incorporated Society of British 
Advertisers, mentions that the 
council of the Society were of 
the unanimous opinion that ad 
vertisements Ought to be per 
mitted to be displayed on the 
south side of the Square. They 
considered that for so long as 
the south side consisted of com 
mercial premises of no special 
amenity the presence of advertis 
ing signs did not in any way con 
flict with the existing character of 
the Square nor lessen public 
regard for those buildings on the 


opposite side which had architec 
tural merit. 

In the opinion of the council. 
outdoor advertisements play a 
very important part in the econ 
omic structure of the United 
Kingdom, the prosperity of which 
depends so much upon commerce 
and trade.” the statement con 
cluded 


‘Scandalous’ to 
lose revenue 

Then the Trafalgar Advertising 
Co., Ltd., called as a_ witness 
Professor H. E. Watson, profes 
sor of chemical engineering at 
London University, who said he 
had written several letters to 
newspapers protesting against 
the ban. He added that he had 
no financial interest or connection 
with any of the companies in the 
Square. He spoke as a taxpayer 
and ratepayer. 

He said he thought the ads. had 
a definite value, particularly to 
visitors to London, in that they 
gave a general look of cheerful- 
ness to an otherwise gloomy 
position. “In the present state 
of the country’s finances it is 
scandalous that money should be 
thrown away. It is a most un- 
timely occasion to lose revenue 
of this nature,” he added 

Michael Rowe, counsel for the 
company, said four out of five 
people who frequented the Square 
would be sorry to see the sign go. 

He defended the much dis- 
cussed Philips sign which was 
io longer illuminated because the 
lease had expired. It had been 
used in press advertising exten 
sively, he said, and exact replicas 
were also used in towns through- 
out Europe, including France, 
Holland, and Denmark. 

“It is entirely inoffensive.” he 
said, “and as an advertisement it 
bas very great merit.” 

C. N. Glidewell, for Montague 
Burton Ltd... owners of Grand 
Buildings, said his clients drew 
“substantial rentals” from adver 
tising agencies and advertisers 
who used their building. 

It was of the utmost 
ance, he said, that neither the 
Westminster City Council, nor 
the Ministry, should put them- 
selves in a position of appearing 
to set themselves up as arbiters 
in a matter of public taste 

“In my submission that is one 


import- 


of the important issues that this 
case raises,” he said. “It is only 
in connection with advertising 
and elevation of buildings that 
Parliament has seen fit to provide 
in a government statute for an 
independent tribunal. 

“J think that the reason for this 
provision is because Parliament 
recognises that in the matter of 
advertisements you do get this 
question of public taste,” he said 

It was of the utmost import- 
ance that nobody should suggest 
that this taste was being arbit- 
arily determined for the public 
by “the experts.” 

If the ban should be upheld 
his clients would be deprived of 
a valuable piece of property 
without one penny compensation 

Was the Council against all 
vdvertising in Trafalgar Square? 
He suggested that, if need be, the 
illuminated signs could be modi- 
fied. 

W. D. Davis, representing J. 
Lyons & Co., Ltd., read a letter 
which his company had sent to 
the Ministry of Housing and 
Local Government, in which it 
was Stated that people were tired 
of the gloom which still persisted 
in London after dark. 


‘Damage would 


be incalculable’ 

The large number of Canadian 
visitors to Trafalgar Square was 
mentioned by John C. Patterson, 
European general manager of 
the Canadian Pacific Railway Co. 
He said that they derived some 
satisfaction on seejng the name 
of one of their largest companies 
displayed there. 

Their sign was to tell people 
where the company was, and that 
it existed. If the sign was not 
allowed, 85 per cent of the 
visitors to the Square would still 
be able to see the signs of his 
chief competitors in) Cockspur 
Street. 

He revealed that the sign hid 
an old-fashioned railway engine 
and steamship carved in stone. 
They had been covered by a sign 
for 41 years. 

“Nelson's column is _ the 
dominating feature of Trafalgar 
Square,” said Horace’ Victor 
Hose, of the Sun Insurance Co. 
“He was not a monarch but he 
exemplified courage and enter- 
prise and I cannot think of any 
more suitable place in which in- 
surance and = shipping should 
operate than at the foot of 
Nelson’s Column.” 

The Sun office there was their 


most important shop window in 
the world, The damage caused 
by the sign’s removal would be 
incalculable. 

If the Sun sign was removed, 
the Trafalgar Square office would 
be the only Sun office in London 
without the sun sign above first 
floor level. 

William B. Harris, representing 
both Sun Insurance and Canadian 
Pacific, thought that planners 
seemed to get so accustomed to 
planning other people’s property 
away that they seemed to forget 
that there was still such a thing 
4s private ownership in this 
country. 


“A great shame’ 

“It seems a great shame,” he 
stressed, “that these two com- 
panies should be penalised for 
their foresight and wisdom in 
securing these valuable sites so 
many years ago.” 

The Council had taken no step 
to find out what repercussions the 
removal of the signs would have 
on the companies. He felt that 
if Council members’ attention 
bad been drawn to the serious 
effect the ban would have then 
there might have been a different 
decision from a Council already 
divided. 

George Phillips Quine, member 
of the House of Keys (the Isle 
of Man Government) said his 
Government attached great im- 
portance to their sign. 

“This publicity is very import- 
ant for our island,” he remarked 


Aesthetics by 


compulsion 
“The one thing that English 
people will not tolerate is having 


in aesthetic standard rammed 
down their throats—and in a 
degree that is involved in the 
proposition which the West- 


minster City Council is support- 
ing here,” said Harold Williams, 
Q.C., for Walter Ellaby (in re 
spect of the Martell and Moussec 
signs, a poster hoarding and a 
news sign). 

He described the Square as an 
“island in a sea of trade.” “But,” 
he added, “we do accept that 


there should be an element of 
restraint. We do ask sincerely, 
however, that the principle of 


permitting advertising in a place 
of this nature should not be 
brought to an end.” 

Why was Nelson’s monument 
placed in Trafalgar Square? he 
asked. Was it designed to be in 

® Continued on page 626 
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—this was the impressive entry in 


the preliminary contests of the 
NEWS CHRONICLE series of Home 


Planning competitions in which prizes 


worth about £120 each were offered. 


Here 1s an assured market for 
all household goods—a market 


you know you can reach by 


advertising in the 


NEWS CHRONICLE 
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COMMENT 


CHALLENGE 

The Chancellor of the Exchequer 
has thrown down a challenge 
to industry and advertising. 

The British Productivity Council, 
says Mr. Butler, is “engaged 
among other things in a cam- 
paign of publicity.” And it 
would be a great help to the 
work of the Council if indivi- 
dual industries and individual 
firms explained their problems 
of export and plant modernisa- 
tion to their own staff. 

There are two distinct tasks here: 
the first is for the Productivity 
Council to oublicise new 
methods; the second is for in- 
dustries to gain the confidence 
and co-operation of workers in 
the efficient development of 
production. 


Opportunity 

The success of the renewed ex- 
port drive which the Chancellor 
is inspiring in anticipation of 
the easing of tariff barriers in 
dollar markets depends to a 
great extent upon the en- 
thusiasm which can be engen- 
dered in the man at the bench. 
That is where works relations 
can play a big part. 

The media are readily available. 
Works magazines, films and, 
above all, successful human 
relations between management 
and staff, can all contribute to 
this essential publicity task. 

All that is needed is the will to 
put into operation intelligent 
internal publicity schemes in all 
factories. 


‘LITTLE HITLERS’ 


The Chancellor's advice to indus- 
try on the va'ue of publicity 
to the export drive might well 
be extended to Westminster 
City Council. 

At a oublic inquiry last week 
much nonsense was argued to 
support a proposed ban on 
signs in Trafalgar Square. 

Told that Londoners like the 
lights, one alderman declared: 
“That's not a matter for them 
but for us.” 

John Gordon, in the “Sunday 
Express,” commented that we 
seem to be develoving “quite 
a rash of little Hitlers.” 

He might, perhaps, have said 
“Napoleans,” for the tendency 
among too many local admin- 
istrators is to despise their own 
nation of shopkeepers Yet 
the future of us all depends 
upon Britain's ability to pro- 
duce and sell. 
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‘Shop window conference 


[* accepting an invitation to 
write Guest Column at the 
present time, it is perhaps 
inevitable that I should want 
to talk about conferences in 
general and our annua] Confer- 
ence at Eastbourne in particu- 
lar. It is pleasant to have the 
opportunity of reflecting rather 
informally on the subject. 

Practically every trade associa- 
tion or professional body feels 
a need to gather all its members 
together once a year for a few 
days for a programme combining 
business and pleasure. Some 
times the latter seems far the 
more important! I remember 
one industry running a four-day 
conference when the programme 
included two golf competitions, 
two banquets and two business 
sessions (one of which was the 
annual general meeting of a pro- 
vincial branch!) 

The more serious type of con- 
ference is usually convened to 
give members of an industry or 
profession an opportunity to hear 
experts drawn from their own 
ranks give papers on matters of 
immediate domestic interest, and 
from the ensuing discussions 
members go away feeling they 
have learnt something they can 
put into practice in their own 
businesses. They may have even 


GUEST COLUMN 


By L. E. ROOM, 
director-general, 
the Advertising Association. 


committed themselves by reso- 
lution to some definite course of 
action. 

Outside speakers are often in- 
vited to give a background pont 
of view. 

I imagine the Advertising Clubs’ 
Conference, to be held at Harro- 
gale this autumn, will develop 
somewhat on the same lines. It 
will be of great interest to every- 
one in advertising but its prim- 
ary purpose will be to enable 
Club officers and members to 
exchange experiences and ideas 
about the Clubs. Then, back at 
home, fresh from contact with 
their colleagues from other parts 
of the country, they will be able 
to tackle their own Club’s prob- 
lems with renewed vigour and 
enthusiasm. 

It will, in fact, be a Conference 
for the Clubs by the Clubs and 
about the Clubs. 

The annual Conferences organ- 
ised by the Advertising Associa- 
tion have quite a _ different 
purpose. It seems to be generally 
agreed—and experience at 
Brighton may be cited in evidence 
~—that there is no need to call 


Tomorrows TOPIC. 


@ Marketing area for Dunhill 
cigarettes is to be extended to 
the West “ountry next. The 
campaign will follow the line 
of the London launching with 
heavy use of the local press. 
Advances with a compre- 
hensive public _ relations 
scheme for the Stock Ex- 
change are expected to 
follow the decision of mem- 
bers to install a public 
gallery. 

Extended schemes for travel 
advertisements will follow the 
announcement that foreign 
currency allowances have been 
raised. 

Latest Radio Luxembourg 
listenership figures will be 
released within the next few 
days. 

®@ Competitions, particularly 


those run by newspapers and 
soap manufacturers, will reach 
a new peak in the next few 
months. Bigger - than - ever 
prizes are pianned, 

Extensive swimsuit promo- 
tions are being planned with 
record appropriations. Com- 
petition between the brand 
names will be sharper than 
last year. 

Emphasis in sweets advertising 
is to be changed—not to boost 
sales, but to switch demand to 
less popular lines. 


Some enterprising provincial 
newspapers are investigating 


the possibilities of 
colour in 
during the 
period. 


ROUND TABLE 


using 
advertisements 
Coronation 


together once a year for a period 
of days representatives of all 
sides of the industry to discuss 
domestic or sectional problems 
In fact, of course, this need is 
amply met by the various more 
specialist bodies 

At Publicity Club meetings, and 
in associations catering for par- 
ticular interests, there is ample 
Cpportunity to learn, for example, 
about developments in technique, 
to argue questions of procedure, 
and so on. 

The Association’s annual Con- 
ference, on the other hand, pro 
vides a chance for all in the in- 
dustry, its leaders and the rank 
and file, whether advertisers or 
agents or media owners or 
specialists, to lift their eyes from 
the immediate daily task to a 
wider horizon, to learn from out- 
side speakers not connected with 
advertising but each an authority 
ia his own field, how advertising 
15 related to the whole pattern 
of the moral, economic and social 
liie of the country. In the more 
intimate sessions, like the debate 
or the brains trust, every dele- 
gate is given an opportunity to 
ventilate his own views and to 
find out what are the views of his 
advertising colleagues. 

Let us not forget, however, 
that while all this is vitally im- 
portant, stimulating and valuable 
to us who are actually in the 
business, there is another equally 
important side to it. Our Con- 
ference is an invitation to the 
outside world to look at adver- 
tising. 

The speakers and their sub- 
jects are sufficiently important to 
be reported in the newspapers 
and to evoke comment in the 
journals which help to mould in- 
formed opinion. Our Conference, 
in short, is a first-rate public 
relations opportunity for adver- 
tising—and in view of what has 
been said in these columns in the 
past I need not elaborate on that 
aspect! 

One thing we do have in 
common with all other Confer- 
ences—an atmosphere of good 
fellowship. The old hands look 
forward to renewing old acquaint- 
arce and to making new friend- 
ships. The newcomer is assured 
of a hearty welcome and will 
soon find he is no stranger. 

Judging from registrations to 
date for the Eastbourne Confer- 
ence it seems quite clear that we 
are all set for a great success 
and that no one will willingly 
miss it. I shall hope to see you 
there 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes 


No 


increase 


in print 


charge for Coronation work 


Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 
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This is 
the book 
that shows 


you why 
everyone 


goes to 


for “Point 
of Sale” 
Aids 


% Write for your copy to-day! 


ACME SHOWCARD & SIGN CO. LTD. 


London Showroom : Birmingham Showroom: Crown Buildings, 
9 South Molton Street, W.| James Watt Street, Birmingham, 4 
Telephone: MAYfair 0292 Telephone : Birmingham Central 2325 
Works: Obviously one goes to Acme — they're 


Paragon Works, Enfield, Middlesex A 


the Biggest —they’re the Best! 
Telephone: Howard 1/65! 


& ESTABLISHED OVER HALF A CENTURY 
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Launching a new product— 1 


HOW TO ASSESS COMPETITION 
—DIRECT AND INDIRECT 


a” assessing competition for 
a new product it is wisest 
to take the very broadest view 
possible, Competition consists 
of every other product or ser- 
vice, at whatever price, which 
fulfils one or all of the needs 
which may be satisfied by the 
new product. 

the first task for the Product 
Development Committee is to 
draw up a list of the direct and 
the indirect competitors which 
the new product will have to face. 

Direct competitors are pro- 
ducts of a fairly similar type per 
forming much the same functions 
as the new product; indirect com 
petition is made up from. pro 
ducts or services which partially 
cr wholly satisfy the same needs 
but are in a_ different price 
bracket or field of use 


Direct and 

indirect competition 

A few examples will best illus- 
trate the difference 

In the case of a cleansing pow- 
der for pots and pans, sinks, ete., 
the direct competition comes 
from the other powders, whereas 
the indirect competition comes 
from the various pan serapers, 
wire wool, and plastic pot and 
sink scourers In the case of 
cigarette lighters the direct 
competition comes from other 
cigarette lighters, the indirect 
from matches In the case of 
refrigerators, the competition to 
« new electrical one will come 
primarily from electrical refriger- 
ators but also from gas refriger 
ators and less so from ice boxes 

The inportant thing is to be 
quite clear on what other pro 
ducts or services are likely to 
supply some or all of the wants 
which the new one aims to 
satisfy 

When the products that are 
competitive have been listed they 
should be placed jn order of im- 
pertance from the standpoint of 
the share of the market they 
hold, both by types of product 
and as individual products; this 
assessment must, as far as pos- 
sible, state their potential. 

Various ways exist of measur- 
ing the strength of the competi 
ton and (depending on the type 
of product and the amount of 
money available for this research) 
ene or all of the methods can 
be used. 

First and foremost. there are 


By W. A. C, Cooper, 


director, Foote, Cone & Belding Ltd. 


the excellent services provided 
by the A. C. Nielsen Food and 
Drug Index which gives a very 
clear picture of the competitive 
standing of products in the 
grocery and chemist shops, the 
extent of distribution, sales by 
various sizes, advertising expendi- 
ture, display strength, all by areas 
of the country and other break- 
downs. 

Then there is the Attwood 
Consumer Panel which covers 
similar product ranges but has 
the advantages that it reports 
more rapidly than Nielsen and 
deals with the household as op 
posed to the retail shop stock. 

Both these are costly and may 
have to be ruled out on that 
ground, or because they do not 
cover a particular product range 
or type of outlet and consumer, It 
may then be necessary to con- 
duct trade research to establish, 
as far as is possible, the standing 
ot various competitive products, 
the main aims being to discover 
their share of the market and 
extent of distribution. An 
additional method of evaluating 
competitive standing is by assess- 
ing the productive capacity of 
various competitors’ plants 

Huving established which are 
the main compeitors, each in 
turn must be subjected to a 
thorough analysis aimed at dis- 
covering the reasons for its stand- 
ing in the market. The first step 
is to collect samples of the pro- 
ducts and = subject them to 
analysis to determine their make- 
up and their _ performance 
characteristics. 


Performance 

cOMparisons 

From this research it will be 
possible to prepare a table show- 
ing how the new product stands 
up against its potential com- 
petitors from a performance 
standpoint. The analysis will take 
into account the price to the con- 
sumer for the various — sizes 
otiered and the actual value in 
performance terms given by each 
product on a package size basis, 
weight for weight. At the same 
time a study of the competitive 
packages can be made to ascer- 
tain which gives the greatest dis- 
play value, a particularly im- 
portant point with — grocery 


products, in view of the develop- 
nient of self-service ; 

Next, the Committee will have 
to survey their competitors’ mar- 
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Plan for product 
development 


When proposals for a new 
product first come up, wrote 
the author in the first article 
in this series, a product 
development committee 
should be formed. This 
should consist of — 

Sales manager, 

Advertising manager, 

Market research manager, 

Plant or production manager, 
Technical research manager, 
keting methods, the extent of 
distribution through various types 
of outlets, the wholesale and 
retail margins offered to the 
trade, the type of sales force used 
hy each, the amount and type of 
sales promotional material used 
and the weight and extent of ad- 

vertuising. 

Advertising must be considered 


Advertising 
sentative. 
This committee will have 
the task of drawing up a 
development plan which 
should come under these six 
main headings : 


agency repre- 


from two standpoints: the selling “i —. via aiaalaag 
approaches used and the claims pa ag 

made, along with the actual 2. Establishing —_ product 
weight of expenditure. All the characteristics, 
competitive advertising should be 3. Assessing the com- 
examined and each competitor's se: 

‘apy story aaa petition. 

copy story analysed to discover . 

what plusses, if any, each is 4. Assessing the extent of 


featuring and to what extent the the market. 

new product will have claims 5. Establishing a distri- 
which can be justifiably used to 
counter competition, without in- 
dulging in knocking. 
Advertising 

expenditure 

The relative competitive expen- 
ditures will then have to be con- 
sidered with the type of media they 
ure using. Assessment of expendi- 
ture is quite simple in press media, 
thanks to the service provided by 
the Legion Publishing Co.: it is 
not, however, at all easy for other 
media, such as outdoor adver- 
tising or cinema. However, if 
the advertising agency and the 
sales force combine to check on 
these media, a reasonable esti- 
mate may often be obtained 
which will give some idea in 
money terms of the opposition 
to be expected. 

Once completed, this primary 
survey should be developed into 
4 continuing study. All the com- 
petitive activities should be 
reviewed thoroughly at least once 
a quarter or-—-in an extremely 
competitive market--more often 
Only by developing this thorough 
knowledge of the competition and 
keeping it up to date can one 
reasonably hope to anticipate 
their future activities and prepare 
counter plans, 

Anticipation of competitive 
action is one of the most difficult 


bution and sales plan. 
6. Timing the launching. 
But before all this, the 
committee must ask itself 
(and answer honestly): 
“Why do we want to launch 
this new product?” 


made to anticipate what com- 
petitors will try to do once they 
realise another product is enter- 
ing the market. 

What can they do within the 
limits of sound marketing? And 
how long will it take them to get 
moving? 

Improve the product? The 
Product Development Committee 
can seek advice from the research 
and technical people as to the 
most likely improvements which 
can be made, the length of time 
necessary to develop them, to 
produce the new product and to 
get it in full distribution. Counter 
action—have one of these im- 
provements ready in the event of 
a competitor coming out with it, 
or have something better. 

Lower the price? The ability of 
a competitor to lower his prices 
can usually be fairly well esti- 
mated, if the study of his product 
and marketing methods has been 
thorough enough. On the other 
and yet most vital operations for hand, he may be prepared to 
the people responsible for new forego profit or even operate at 
product development. In the first 4 loss in order to try and kill 
place, one can be sure that the SOMPetition in a short time. 
competitors are not going to Increase advertising weight? 
stand still and allow a new com- This again is largely a question 
petitor to enter the market with- cf how much profit he is pre- 
out taking some form of retalia- pared to forego and for how 
tory action to protect their posi- long 
tion. Thus, having assessed the In both the case of price reduc- 
competition, an attempt must be tion and increasing of advertising 
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ASSESSING THE 
COMPETITION 
Continued 


weight, the safest course ts 
plan the marketing of the new 
product with a sufficient profit 
cushion to allow for some flexi- 
bility or reserve to meet com- 
petitive counter action if is 
unsound to try and enter a highly 
competitive market with only a 
narrow margin for both profit 
and promotional expenditure, 


The competition may start 
expensive merchandising opera- 
tions (such as the couponing and 
sampling schemes carried out by 
the detergent manufacturers) 
aimed at blocking the distribution 
of the new product by stocking 
uy the bulk of potential deaters 
and to some extent, the con- 
sumers. Again, if this is antici- 
pated, some form of counter 
action can be prepared 

Finally, great care must be 
taken over the security aspect of 
the launching of a new product, 
at every stage. If one considers 
the number of people outside the 
company and the advertising 
agency who have to be consulted 
at some stage or another and that 
some of these suppliers may well 
do work for competitors, it 1s 
very easy to see how the com- 
petition can be prepared for the 
onslaught of a new product. 


_— 


600 
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Brian Hilton’s spotlight on house organs 


More printers are starting magazines 


ORE and more 
are finding the 
organ an effective 
publicity. It is significant, too, 
that the recent Gold Medal 
Layout Competition organised 
by the British Federation of 
Master Printers had, as its set 
subject, the design of a cover 
and four inside pages of a pro- 
posed printer’s house journal. 
Walsall Lithographic Co. 1s 
one of the newcomers to this 
field. | am able to report on 
the planning and the reasoning 
behind the editorial policy of 
their new house journal The Seal 
(revival of a pre-war publication). 
J. Aspinall, managing director 
of Walsall Lithographic, is well 
aware that most business execu 
t ves have far too much to read 
He was determined that The Seal 
should be easy to read and 
require only a fragment of a 
man’s time It was therefore 
decided that the text should be 
brief, the illustrators plentiful, 
and the format handy. 
The journal is 8} in. deep by 
only 4} in. wide. It slips easily 


printers 
house 
means of 


Thoughts on 
“The National’ 


There is only one National daily 
newspaper in Wales. The WESTERN 


MAIL is the champion of all worthy 


causes and a power in the land. 


It is read in castles and in cottages 


and will be found on most oflice desks. 


It *s the Voice of a Nation. 


MAcstern Mail 


AND 


Head Office, 


CARDIFF. 


SOUTH WALES NEWS 


Tel. 33022 


Advertisement Manager, R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE J. STUDD. Tel. Central 4691 


A number of oprinters have 
started to promote themselves by 
publishing house organs. One 
would expect them to set about 
the project in a _ business-like 
manner, and certainly the 
examples our critic has seen are 
of a high standard. 


into an inside pocket and so 
could conveniently be carried and 
read in a train, bus or car. The 
cover iS a perfectly plain white 
board w.th the words The Seal 
blind embossed in Legend, a 
decorative script. There is nothing 
else on the cover. 

Ihe first right-hand page car- 
ries about 100 words of introduc- 
tion and is gentle propaganda 
for the firm. On each succeeding 
spread one page carries text, 
varying in length between 60 and 
120 words. Written in light 
style, the text is anecdotal. Some- 
times print is mentioned, some 
tmes not. For example, unde! 
the heading “Rhino power”: 

In these days of power politics 
and pressure groups if ts, per- 
haps, appropriate to recall the 
brilliant distinction made between 
power and authority, by G. K. 
Chesterton. 

“UW” =e said, “a_ rhinoceros 
should suddenly poke his head in 
at the door of this restaurant, 
there is no denying he would 
have great power here. But 1 
should be the first to rise and 
assure him that fe had no 
authority whatever.” 

The power of the printed word, 
however, is usually in’ direct 
proportion to its authority. 
Hence the importance of check- 
ing the facts. 

Each facing page carries an 
illustration. For the first issue 
in January the artist was ffolkes, 
who draws for Punch, and for 
the second issue Pagram, a young 
man whose work is powerfully 
dramatic but with a nice sense 
of irony. 

Because the journal is easy to 
read and entertaining, it 
pected that it will in fact be 
regularly read, and that in the 
course of a few months a lot of 
people wll be more familiar 
with the name and work of 
Walsall Litho. 

The first issue had not been 
out more than three days when 
a very famous firm asked per- 
mission to use some of the 
material in its own house organ. 
Whar better introduction than 
that could a printer have to a 
hie print buyer? 

* * * 
NOTHER | printer's 
just revived is 


Is CX- 


journal 
Strawberry 


Pie, from Andrew Reid & Co.., 
of Newcastle. This, too, is light, 
even whimsica! in style, but the 
eight two-colour octavo pages 
(including cover) set about selling 
the firm pretty hard. The tech- 
nique, indeed, is that of the sales 
booklet rather than the maga- 
Zine or news-sheet. 
* * # 


HE post also brings the 

second issue of Em, journal 
of Edward Mortimer Ltd., the 
Halifax printers. Editor John 
Hazziewood packs his 16 small 
quarto pages with articles about 
printing and advertising. He 
a.ms to be helpful to his readers, 
and indeed he is. For example, 
his first article is headed “Does 
Desien Sell Books?” and the sec- 
ond is on the work of Grubb, 
who did the cover design. 

This is a sound magazine, most 
competently written and pro- 
duced, and certainly among the 
hest of printers’ effusions. 

* + 

DERRY Press 

Lid., whose business it is 
to produce house organs for 
others, have just started one for 
themselves. It is called Your 
Story, is published bi-monthly. 
and contains a_ selection of 
articles from clients’ journals. 
This neat job of sampling is 
rounded off by advice on maga- 
zine editing and production. As 
a digest of other magazines it 
ought to be good. It is. 

* * # 


A reader of “Mufulira Maga- 
zine,” employee journal — of 
Mufulira Copper Mines, Northern 
Rhodesia, asks for a more human 
treatment of departmental news 
“which should take the form 
more of a letter, say, than of a 
dull chronicle of who went on 
leave and who joined the com- 
pany.” The suggestion is passed 
on to home editors for considera- 
tion 


Productions 


* * * 


| Pea whose printers are 
4 equipped with Linotypes 
ought to have a look at the new 
Linotype text face called Pilgrim 
Cut from a design by Eric Gill. 
it has much of the character of 
Perpetua, but is slightly bolder 
than Perpetua Light and more 
even in colour. It is beautifully 
balanced, will print well on any 
paper and by any process, and 
has a large x-height— that is to 
say it is a large face in relation 
to the size of the type. The 
italic is, like Perpetua, a sloping 
roman, and very graceful and 
legible 

Pilgrim would be a safe choice 
for a magazine, but the result 
would have a= distinction not 
usually imparted by safe choices. 
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MASS 
DISTRIBUTION 


OF CIRCULARS 
AND SAMPLES 


We offer the services of a nation-wide we have a staff of inspectors who make 
organisation for the distribution of — spot checks. 


circulars and samples from house-to A team distributes from about 12,000 


house. . 
_ circulars and/or samples a week at a 


Distribution is strictly controlled. Each basic cost of £40, which works out at 
team of four distributors has a super- less than a penny. per _ household. 
visor with a car who works with the Distribution can be effected in all 
team throughout the day. In addition, principal towns throughout — Britain. 


CIRCULAR DISTRIBUTORS OFFER 


a An economical method of mass advertising. 
sk A means of testing merchandising schemes. 


eb A means of product-testing by sample. 


Our services are being used by some of the largest national advertisers in 
the country. Send for booklet giving full details of the scheme and costs. 


CIRCULAR DISTRIBUTORS 


LIMITED 


HEAD OFFICE: 2/ Leigh Street, Liverpool. Royal 8861 
LONDON OFFICE: Maddox House, 215/221 Regent Street. Regent 1081 
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How 

to save 
money 
on buying 
good 
print... 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for ** contingencies © 
wasted time, wasted 
materials, plant running 
uneconomically. 
We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 


noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 


Fancy cartons e Showeards « Calendars ete. 


We are particularly well-equipped for long 


runs and repetition work. 


A ARAAAAANSAANINN 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on, 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics, 


Samples and prices gladly 
sent on request. 
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Lithographic 
Co. Ltd 


MIDLAND ROAD 


WALSALL 
WALSALL 312! 
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55 MARKET STREES * MANCHESTER 3° BLACKFRIARS 4874 
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Should trade papers pay agencies 15 per cent commission, or 
10—or what? ADVERTISEMENT MANAGER, summing up 
the argument he started in the February 26 issue, says: 


It’s time this thing 
was settled 


| AM glad to see that there 

are at least two advertising 
agents (Warren Seymour and 
Alan Betts) who agree with me 
that there is room for improve- 
ment in the service given by 
some agents to their clients 
and to the publishers who pay 
out the commission. 

M. Blow (writer of another 
leuvter (March 5 issue)) appa 
ently criticises Me because m\ 
raging indignation followed by 
a cri-de-coeur solves nothing.” 

My article was, of course, not 
imtended to solve anything; it 
was intended merely to spotlight 
an intensely serious problem, The 
article seems to have had some 
measure of success (the Editor's 
comment in the March 12 tssue 
referred to the interest created) 
and perhaps, if consciences have 
been awakened, We may even 
make some progress towards 
solution. 

I quoted a few of the difficulties 
| have experienced with agencies 
to show that there does exist this 
problem of agency incompetence 
lo show up this incompetence ts 
just one way of illuminating the 
iHogicality of the commission 
system of remuneration 

Mr. Blow provides facile solu 
tions to some of ‘the difficulties 
1 enumerated —but the problem 
is. of course, that of agency 
incompetence, not that of finding 
how to deal with each separate 
agency misdemeanout 


MISUNDERSTOOD 


Apart from) misunderstanding 
the nature of the problem, he 
has produced “solutions” which 
are not solutions at all (as most 
readers would immediately recog 
nise), If, for example, he feels 
that failure to meet copy dates 
can be overcome by the “This 
space reserved for...” formula, 
he should read the terms and 
conditions of agency orders, “No 
agent will let that happen to him 
twice.” savs Mr. Blow. The fact 
is that no agent will let it hap- 
pen to him once! 


His solutions would, in) prac 
tice, boil down to the one which 
we all know to exist “If you 
don’t get copy in time, or if 
the blocks are not suitable, or if 
the order has not arrived—then 
omit the advertisement.” Some 

| times, of course, this solution has 
to be applied but i creates 


other problems, including a 
financial! one and that of re 
arranging pages (or even altering 
the size of a particular issue) at 
short notice 

Mr. Blow’s worst miss is 
perpetrated when the target is my 
charge that some of the agents 
are little if any use to the client 
“Surely.” says Mr. Blow, “this 
is for the client to decide?” 
But it is only because the client 
does not understand advertising 
that the agent can “get away with 
it!” There are too many agents 
providing too many clients with 
pretty pictures and failing to pro 
vide them with advertisements 
These agents are no use to the 
chent whether the client Anows 
wtoor not. 


GILDED BRICK 


| hope Mr. Blow would not 
argue that a gold-plated brick is 
solid gold because it is bought 
by somebody who knows no 
better. 

The real value of the service 
given by an agent is not to be 
measured by the avoraisement of 
the client. 

Mr. Blow’s letter concludes 
“Reasonable agency commission 
from the publishers, from block 
makers and from. studios, to 
gether with a 10 per cent service 
fee will pay for the highest 
service of which the agency is 
capable But the commission 
must be reasonable; ten per cent 
is not.” Assume that the com 
mission paid is) “reasonable” 
(whatever percentage that may 
imply) and that the various com 
mssions from this and that will 
pay for “the highest service of 
which the agency is capable” 
by what mysterious mathematical 
magic does the “highest service 
the agency is capable of” cost 
so very much more when the 
page rate is £100 than when it 
is £10” 

Most of us in advertising, 
including the agents themselves. 
are well aware that the commis- 
sion system of remuneration ts 
ridiculous—and it would be just 
as nonsensical if the commission 
were S50 per cent instead of 10 
or 15 

It is high time, as Alan Betts 
says. that “this most important, 
imperative and urgent question 
appertaining to the whole finan- 
cial background of advertising 
should be considered, thrashed 
out and settled.” 
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> “have begun using space in IEN. 


4 Amongst them :— 


The David Brown Group 


Desoutter Bros. 


Edison Swan 


Fisher & Ludlow 


Keith Blackman 


Parkinson & Cowan 


Simon Engineering Group 


silting, 


Wickman of Coventry 


the choice of new 


HERE IS THE MEAT 
OF THE MATTER 


Gears, Motors, Variable Speed t nits 
Portable Power Pool 
Voltage Stabilizer 


Material Handing Division 


bor I fyinecring t quipment 


Infrared Stoving Equipment 


Mixing and Feeding 


d 
Machine Tools and Cutting Tools 
} In addition to these nationally known firms, 
companies have found in LEN a vehicle which carries a 
their message to the men who count when ot comes to 
equipment, parts and materials in 


manufacturing plants throughout the country. 


q@ and A 


For Media Analysts 


Q. Who receives [EN ? 


A. Only Top Factory Executives 
responsible for producing the 
goods. 


Q. “How many such top executives” 
A. Over 10,000 every month. 


Q. Can you prove that figure ? 

A. We do prove it every month — by 
Affidavit by the Printer and by 
Post Office Receipt. 

‘Fi Q. Have you evidence that these 
10,000 Top Factory Executives 
read IEN when they get it? 

A. We have; in the shape of 
thousands of direct enquiries and 
scores of appreciative letters. 

Q. Why do you concentrate on 
Production Executives ? 


A. Because they are the men in 
industry who determine the 
choice of materials and equip- 
ment. 
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If your Product is widely used 


in Industry 


SHOULD HEAD 
YOUR LIST OF 
ADVERTISING 
MEDIA FOR 1953 
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has grown 50°. 


a8 Since last October 


— 16 to 24 pages 


has grown 57 


in size 


in volume 


of advertising — 43 to 66 units 


has 


grown I O°. 


in circulation 


— from 10.087 to 11.053 


advertisement 


rates. 


though twice increased during 
owing to constant circulation growth, are now the lowest 


ever—less than 12 - per thousand coptes matled, 


We have never talked about 


there 


internally, 


Whether youre a big firm or a little one TEN 


is much evidence 


number 


wm oul 


of readers ‘ 


corres po 


any hundy's 


tha ThN is 


redenee 


uMesSS 


though 
idely circulated 


Probably the average number of readers per copy is not less than three. 


can help you. 


INDUSTRIAL EQUIPMENT NEWS 
66 Grafton Way, London, W.1! 


Telephone: EUSton 8562-3 


Telegrams: IENPAYS, Wesdo, London 
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A creative approach to the East African market 


Advertisers did not get full 
value from these spaces 


HILE in Kenya recently 

I saw two advertisements 
which indicated how necessary 
it is to have copy and artwork 
specially prepared for different 
countries. 

In the first, a woman was pic 
tured in a coat and hat, going out 
shopping. No one in Nairobi at 
that time of the year goes out in 
a coat and hat because it is the 
hot season. Eurthermore, the 
copy claimed that the product 
‘stays on despite wet weather.” 
Yet wet weather was not due to 
start for another four or five 
weeks, and it had been as dry 
as a bone for a long time, Small 
points, but the impression left 
with the reader is not as strong 
as it could be, and so the value 
of the space is not being fully 
laken up 

Another example Was a paint 
advertisement sent out from 
England to the sales agent. This 
is the familiar story of giving 
one’s overseas advertising to one’s 
sales agent, and making him an 
allowance for it. The agent put 
the advertisement in (which does 
not always happen, of course!) 
but at the bottom there was a 
space for the stockist’s name and 
address. Instead of having this 
put in, he sent it straight to the 


paper and it appeared as “Name 
and address . your aints 
stockist.” 


When planning advertising for 
East Africa it must be borne in 
mind that there are three races, 
Europeans, Asians and Africans. 
Each has different characteristics, 
and the same copy approach will 
not necessarily appeal to all 
three 

The Europeans, few in number 
but strongest in purchasing 
power, are likely to be settlers, 
civil servants or commercial 
people 

The Asians, numerically weak 
but next to the Europeans in 
purchasing power, are the whole- 
sale and retail traders of East 
Africa, They place cost and 
value for money, higher than 
the quality which the Europeans 
want, 

The Africans, greatly in the 
majority, are simple, unsophis- 
ticated and able to buy only the 
cheapest goods 

They buy on what they see, 
only after the most prolonged 
deliberation, An African will read 
a piece of copy through several 


By HENRY DESCHAMPSNEUFS, head of the over- 
seas department of F. C. Pritchard, Wood & Partners, 
who has just returned from an extensive tour of 


times. 
him 

Apart from these three races, 
one is dealing with three terri- 
tories (excluding Zanzibar) which 
differ in outlook from each other. 

Kenya is the most progressive 
and most developed. It has, in 
Nairobi and Mombasa, two of 
the most important towns in East 
Africa. Its communications are 
better, and there is probably a 
greater awareness of what we 
call “marketing.” 

Tanganyika, on the other 
hand, has probably much greater 
potential wealth than Kenya, It 
is developing slowly, so that the 
power of the commercial people 
is Much less than that of govern- 
ment 

Uganda is mostly African. The 
European is merely an adminis- 
trator The African is much 
more advanced in Uganda, and 
it is above all the African market 
which has to be tackled in this 
country. 

Special copy is not always 
needed for the three races or the 
three countries; it) depends on 
the message and how it is put 
over. But if one is going to 
market and advertise seriously in 
hast’) Africa, these differences 


Time is expendable to 


Norwegian press ca 


NORWEGIAN newspapers 
have been carrying 13 
large-space advertisements for 
the press itself. 

The campaign was planned 
by the Norwegian Newspaper 
Publishers’ Association and aimed 
to create goodwill for the 
press and to increase sales. The 
advertisements stressed the im- 
portance of the newspaper in 
modern society, and also told 
how news ts gathered and distri- 
buted by modern means of com- 
munications to each newspaper 
office where it is re-edited and 
printed. The campaign also ex- 
plained that readers only pay for 
part of the cost of the paper. 

* * * 

The Cyprus Mai] is to increase 
advertisement rates by 2s. to 7s. 
per column inch from April 1. 
This rate will apply on all cam- 
paigns advertising imported 
goods, whether payment is made 
by the local importer or by the 
manufacturer abroad. 

The “local” rate, applying to 
campaigns for local products, 


East Africa 
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hotels, etc 
increase). 

This is the 
first increase in 
Cyprus Mail 
rates since 1945. 
The owners 
claim that it is 
due to mount- 
ing costs of pro- 
duction and an increase of 33 per 
cent in the paper's circulation 
during the last six months. 

The new § classification of 
“local” advertising has not been 
very well received by mer- 
chants here who advertised im- 
ported goods on their own 
initiative and out of their own 
budgets. So far, such local orders 
were charged at 3s. 6d. an inch. 

* * * 

The net paid sale of the “New 
York Times” for the three 
months ended December 31, 1952 
was 542,369 on weekdays (exclud- 
ing Saturdays) and 1,172,556 on 


Sundays. 


This represents an increase of 
33,303 copies on weekdays and 
34.595 on Sundays as compared 


Marcu 26, 1953 


paper until the week-end. Hence 
the week-end editions of the 
large papers, which summarise 
the news of the week. This differ- 
ence in reading habits must be 
carefully considered when decid- 
ing on the “pace” of advertise- 
ments, and how much display, as 
compared with reading matter, ts 
required. 

Among Asians and Africans 
literacy in English is low. Since 
it is not practicable to produce 
special packs with the wording in 
Swahili or Luganda, trade marks 
assume great importance. An 
African wanting to buy a pro- 
duct will generally point to the 
pack, and will then satisfy him- 


r¢ b ar dy that 


¥* * * 


Albert Milhado & Co. have 
taken over the advertising repre- 
sentation for the United King- 
dom of a number of publications, 
by arrangement with Seymour 
Press Ltd. 

They are: Adam, L’Art et la 
Mode, Arts Menagers, Clapeaux 
de Paris, Cinemonde, Couture, 
Decor D'’Aujourd’hui, Le Jardin 
des Modes, Lingerie D’ Aujord- 
hui, Maison et Jardin, Modes et 
Travaux, Modes et Saisons, Nos 
Enfants, L’Officiel de la Couture, 
La Semaine de Paris, Silhouette, 
Tricots (English edition), Vive la 
Mode, Votre Beauté, Vogue, 
2aris-Succes (Robes), Paris-Succes 
(Manteaux). 

* * . 


Auger & Turner Group Ltd. 
have been appointed agents for 
the German Industries Fair in 
Berlin (September 26 to October 
11); the 32nd Bordeaux Inter- 
national Fair (June 7-22); and 
the Sth Liege International Fair 
(April 25 to May 10). 
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CHANCE OF A LIFETIME FOR 
_ YOUNG ADVERTISING MAN 


This is not an offer of a holiday trip, but a chance to work very hard 
for good rewards, in a fine country with a low rate of income tax and 
many other advantages which will appeal to the courageous and 
enterprising 


It is a real break for a young advertising man, in a young agency, in 
a young country. How young? The agency is just over four years young; 
four years of sound growth and spectacular success. The country, 
measured in terms of industrial potential, is about as young as the 
United States was in the eighteen-eighties, and offers the same kind of 
opportunities to men of vision. The man might be anything between 25 
and 40, but he will need the energy and resourcefulness of a healthy 
schoolboy. 

The man we seek must be a real advertising man. He must have a 
deep-seated appreciation of advertising as a part of the process of selling 
goods. He must be a creative thinker, and he must be able to express his 
thoughts simply and lucidly, both in speech and on paper. He must be 
capable of digging out facts about a product and its market, and having 
done so, lay down a copy policy and work harmoniously with the creative 
staff to produce the campaign. And when the campaign is produced he 
must know how to present it. He must be a man who will inspire con- 
fidence. A likeable man, and a loyal one. 


rm 
Y—) 


He need not’ be a copy-writer, an artist, a visualiser, a typographer, 
a market research man or an accounts executive, but the man who best 
combines all these functions stands a good chance of joining this happy 
team, sharing our exceptional enthusiasm and acquiring our rather 
special conception of service. 

He will not find it easy at first. Here in South Africa he may miss 
the facilities and resources to which he has been accustomed in a London 
agency, but with the grit to stay the course will find it amply rewarding. 
He will grow with this growing agency—and there 1s no ceiling, 


APPLICATIONS, in writing only, should be addressed to the Managing Diree- 
tor, Intam South Africa, co Intam Ltd., 14 Half Moon Street, London, 
W.1. Any references enclosed should be copies, not originals, and cannot be 
returned. Candidates selected for interview will be seen in London during the 
second half of April. The appointment will not be made before the end of 
May, with July 1st as the probable starting date in South Africa. 


INTAM SOUTH AFRICA (PTY) LIL 
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A creative approach to the East African market 


Advertisers did not get full 
value from these spaces 


HILE in Kenya recently 

I saw two advertisements 
which indicated how necessary 
it is to have copy and artwork 
specially prepared tor different 
countries. 

In the first, a woman was pic 
tured in a coat and hal, going out 
shopping. No one in Nairobi at 
that time of the year goes out in 
a coat and hat because it is the 
hot season. Furthermore, the 
copy claimed that the product 
‘stays on despite wet weather.” 
Yet wet weather was not due to 
start for another four or five 
weeks, and it had been as dry 
as a bone for a long time, Small 
points, but the impression left 
with the reader is not as strong 
as it could be, and so the value 
of the space is not being fully 
taken up. 

Another example was a paint 
advertisement sent out from 
England to the sales agent. This 
is the familiar story of giving 
one’s overseas advertising to one’s 
sales agent, and making him an 
allowance for it. The agent put 
the advertisement in (which does 
not always happen, of course!) 
but at the bottom there was a 
space for the stockist’s name and 
address. Instead of having this 
put in, he sent it straight to the 
paper and it appeared as “Name 
and address : your -aints 
stockist.” 

When planning advertising for 
East Africa it must be borne in 
mind that’ there are three races, 
Europeans, Asians and Africans. 
Each has different characteristics. 
and the same copy approach will 
not necessarily appeal to all 
three. 

The Europeans, few in number 
but strongest) in purchasing 
power, are likely to be settlers, 
civil servants or commercial 
people, 

The Asians, numerically weak 
but next to the Europeans in 
purchasing power, are the whole- 
sale and retail traders of East 
Africa They place cost and 
value for money, higher than 
the quality which the Europeans 
want, 

The Africans, greatly in the 
majority, are simple, unsophis- 
ticated and able to buy only the 
cheapest goods 

They buy on what thev see, 
only after the most prolonged 
deliberation, An African will read 
a piece of copy through several 


By HENRY DESCHAMPSNEUFS, head of the over- 
seas department of F. C. Pritchard, Wood & Partners, 
who has just returned from an extensive tour of 


times. 
him 

Apart from these three races, 
one 1s dealing with three terri 
tories (excluding Zanzibar) which 
differ in outlook from each other. 

Kenya is the most progressive 
and most developed. It has, in 
Nairobi and Mombasa, two of 
the most important towns in East 
Africa. Its communications are 
better, and there is probably a 
greater awareness of what we 
call “marketing.” 

Tanganyika, on the other 
hand, has probably much greater 
potential wealth than Kenya, It 
is developing slowly, so that the 
power of the commercial people 
is Much less than that of govern- 
ment 

Uganda is mostly African. The 
European is merely an adminis- 
trator. The African is much 
more advanced in Uganda, and 
it is above all the African market 
which has to be tackled in this 
country. 

Special copy is not always 
needed for the three races or the 
three countries; it depends on 
the message and how it is put 
over. But if one is going to 
market and advertise seriously in 
Last’ Africa, these differences 


lime is expendable to 


Norwegian press carries its own 


NORWEGIAN newspapers 
have been carrying 13 
large-space advertisements for 
the press itself. 

The campaign was planned 
by the Norwegian Newspaper 
Publishers’ Association and aimed 
to create goodwill for the 
press and to increase sales, The 
advertisements stressed the im- 
portance of the newspaper in 
modern society, and also told 
how news is gathered and distri- 
buted by modern means of com- 
munications to each newspaper 
office where it is re-edited and 
printed. The campaign also ex- 
plained that readers only pay for 
part of the cost of the paper. 

* * * 

The Cyprus Mail is to increase 
advertisement rates by 2s. to 7s. 
per column inch from April 1 
This rate will apply on all cam- 
paigns advertising imported 
goods, whether payment is made 
by the local importer or by the 
manufacturer abroad, 

The “local” rate, applying to 
campaigns for local products, 


East Africa 


and characteristics must be taken 
into account 

In the same way, one must 
consider the marked difference in 
climate between East Africa and 
say, the United Kingdom, One 
quickly learns that to comment 
on the fact that it is a nice day, 
is a stupid thing to do, Seasons 
change at definite, regular times, 
and generally speaking only 
divide up into wet and dry, hot 
and less hot. 

As a result, Europeans do not 
always dress as at home, nor do 
they always dress in the same way 
in each place. Asians have their 
distinctive dress in the same way, 
because there are in East Africa 


ail types of Asians, Hindus, 
Muslims, Sikhs, etc., none of 
whom dress _ alike. Africans 


are less clothes conscious, al- 
though khaki shorts and shirt are 
a common form of dress. 

The press in East Africa has 
a marked characteristic in that 
the reading of daily papers is 
mainly confined to the larger 
towns, partly because they are 
the only ones which can get 
deliveries daily, and partly be- 
cause settlers, for instance, gener- 
ally work from sunrise to sunset 
and do not have time to read a 


hotels, etc., will be Ss. (a Is. 6d. 
increase). 

This is the 
first increase in 
Cyprus Mail 
rates since 1945. 
The owners 
claim that it ts 
due to mount- 
ing costs of pro- 
duction and an jncrease of 33 per 
cent in the paper's circulation 
during the last six months. 

The new classification of 
“local” advertising has not been 
very well received by  mer- 
chants here who advertised im- 
ported goods on their own 
initiative and out of their own 
budgets. So far, such local orders 
were charged at 3s. 6d. an inch. 

* * * 

The net paid sale of the “New 
York Times” for the three 
months ended December 31, 1952 
was 542,369 on weekdays (exclud- 
ing Saturdays) and 1,172,556 on 
Sundays. 

This represents an increase of 
33,303 copies on weekdays and 
34.595 on Sundays as compared 
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paper until the week-end. Hence 
the week-end editions of the 
large papers, which summarise 
the news of the week. This differ- 
ence in reading habits must be 
carefully considered when decid- 
ing on the “pace” advertise- 
ments, and how much display, as 
compared with reading matter, is 
required. 

Among Asians and Africans 
literacy in English is low. Since 
it is not practicable to produce 
special packs with the wording in 
Swahili or Luganda, trade marks 
assume great importance. An 
African wanting to buy a pro- 
duct will generally point to the 
pack, and will then satisfy him- 
self by careful study that it is 
really the one he wants. An 
easily recognisable trade mark is 
essential, and very great empha- 
sis should be placed on it in 
any advertisement for the less 
educated African or Asian. 

A prerequisite, therefore, is 
that the product should be dis- 
played. But things are not put 
on the counter because they are 
likely to be pilfered. The copy 
on one display I saw in Dar Es 
Salaam read “Please hand one to 
the assistant.” The African would 
take one all right, but it would 
go straight in his pocket! 

If only copywriters in England 
responsible for overseas adver- 
tisements could spend just a few 
days in East Africa, they would 
realise how unsuitable most of 
their material is for this part of 
the world. If every manufacturer 
who hands his overseas adver- 
tising to his sales agents would 
see how much money he wastes, 
he would be shocked. 

Advertising overseas is a highly 
specialised task; one cannot just 
take any old advertisement and 
shove it in the local papers. It 
would be better to keep the 
money in one’s pocket. 


co-operative ads. 


with the corresponding period of 
1951. 
* * * 


Albert Milhado & Co. have 
taken over the advertising repre- 
sentation for the United King- 
dom of a number of publications, 
by arrangement with Seymour 
Press Ltd. 

They are: Adam, L’Art et la 
Mode, Arts Menagers, CHapeaun 
de Paris, Cinemonde, Couture, 
Decor D'Aujourd’ hui, Le Jardin 
des Modes, Lingerie D’ Aujord- 
hui, Maison et Jardin, Modes et 
Travaux, Modes et Saisons, Nos 
Enfants, L’Officiel de la Couture, 
La Semaine de Paris, Silhouette, 
Tricots (English edition), Vive la 
Mode, Votre Beauté, Vogue, 
Paris-Succes (Robes), Paris-Succes 
(Manteaux). 

* . * 


Auger & Turner Group Ltd 
have been appointed agents for 
the German Industries Fair in 
Berlin (September 26 to October 
11); the 32nd Bordeaux Inter- 
national Fair (June 7-22); and 
the Sth Liege International Fair 
(April 25 to May 10). 
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CHANCE OF A LIFETIME FOR 
— YOUNG ADVERTISING MAN 


This is not an offer of a holiday trip, but a chance to work very hard 
for good rewards, in a fine country with a low rate of income tax and 
many other advantages which will appeal to the courageous and 
enterprising 


ake as 


It is a real break for a young advertising man, in a young agency, in 
a young country. How young? The agency is just over four years young; 
four years of sound growth and spectacular success. The country, 
measured in terms of industrial potential, is about as young as the 
United States was in the eighteen-eighties, and offers the same kind of 
opportunities to men of vision. The man might be anything between 25 
and 40, but he will need the energy and resourcefulness of a healthy 
schoolboy. 

The man we seek must be a real advertising man. He must have a 
deep-seated appreciation of advertising as a part of the process of selling 
goods. He must be a creative thinker, and he must be able to express his 
thoughts simply and lucidly, both in speech and on paper. He must be 
capable of digging out facts about a product and its market, and having 
done so, lay down a copy policy and work harmoniously with the creative 
staff to produce the campaign. And when the campaign is produced he 
must know how to present it. He must be a man who will inspire con- 
fidence. A likeable man, and a loyal one. 

He need not’ be a copy-writer, an artist, a visualiser, a typographer, 
a market research man or an accounts executive, but the man who best 
combines all these functions stands a good chance of joining this happy 
team, sharing our exceptional enthusiasm and acquiring our rather 
special conception of service. 

He will not find it easy at first. Here in South Africa he may miss 
the facilities and resources to which he has been accustomed in a London 
agency, but with the grit to stay the course will find it amply rewarding. 
He will grow with this growing agency—and there 1s no ceiling, 


APPLICATIONS, in writing only, should be addressed to the Managing Direc- 
tor, Intam South Africa, co Intam Ltd., 14 Half Moon Street, London, 
W.1. Any references enclosed should be copies, not originals, and cannot be 
returned. Candidates selected for interview will be seen in London during the 
second half of April. The appointment will not be made before the end of 
May, with July 1st as the probable starting date in South Africa. 
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Artwork for re-designed labels is based on 
colour transparencies 


Newforge executives saw W. M. de Majo’s work at the Ulster 


Farm and Factory Exhibition. 


When they decided to re- 


design their products and display material, they called him 
in. He in, turn, asked F. Il. K. Henrion to co-operate 


with him. 


IIVHAT it pays even an old 

established manufacturer 
to approach the re-designing of 
his range of packs boldly and 
imaginatively, is evident trom 
the new designs just released 
by Newforge Ltd., Ulster food 
canners. 

Soon after the Festival of 
Britain) Newforge decided to 
bring their packaging designs up 
to date. They commissioned 
W. M. de Majo whose work they 
had seen at the Ulster Farm and 
Factory Exhibition, where he was 
co-ordinating designer 

De Majo, who was at that time 
about to leave for a two months’ 
visit to South America, asked 
Fk. H. K. Henrion to collaborate 
with him, Result of their close 
co-operation with clients and 
printers is a range of new labels 

with supporting display 
material just released to the 
retail trade. 

The chent agreed that the 
re-design of each label could be 
a break-away from anything used 
previously, but in view of the 
vastness of the programme it was 
to be broken down into several 
stages. 

The first step was to re-design 
the Newforge logotype, but in 
order to retain some recognition 
value with the old pack, the 
cartouche shape of the original 
logotype Was retained as a panel 
and for increased readability, 
the designers chose a bold Sans 
serif type for the company’s 
name, 


eae 


The result of their efforts are described here. 


The second step was to create 
a general style for the whole 
range pronounced yet adjust 
able of the clients great variety 
of production. It was essential 
that the new labels conveyed the 
quality of the contents, and since 
the company’s general = sales 
policy puts main emphasis on 
point-of-sales inpact, the new 
designs had to be bold and 
unusual enough to do their own 
selling at the point of purchase. 

Once these two phases had been 
agreed upon with the client, the 
designers were given a free hand. 

Each category was allocated a 
constant background colour for 
easy recognition (light blue for 
soup, green for vegetables, yellow 
for meat, and white for fruits). 
Then each category was sub- 
divided into individual label 
designs for all standard produc 
tion lines (all similar in basic 
conception but showing a full 
colour illustration of the con- 
tents) and “blank” label designs 
for short) run productions 
mainly special or seasonal foods, 
which would have to be imprinted 
at short notice 

For all food illustrations the 
designers created a near realistic 
style and in order to achieve the 
maximum effect, colour trans- 
parencies were made of each 
product and the artwork pre 
pared from them. This ensured 
a much efisper print than the 
straight use of transparencies 
would have allowed. 

For meat products (soups and 
solids alike), a humorous touch 


1 special feature of the new labels is that bright composite displays 


built up by 
picture 


are ¢ asily 
“continues” 


placing tins next to each other so that the 
from-one to the next, 


Some of the product pictures which appear on the 


Newforge labels 


have been made into display units. 


was introduced to ensure variety 
and gatety in the range of New 
forge products. It 1s also con- 
sidered to give maximum sales 
appeal and recognition value and 
to demand a centre position in 
the retailer's window. One 
important point is that display 
applications are stimulating and 
the retailer can build up 
an exciting window display in a 
matter of minutes with even a 
few tins, 


endless 


The use of the tin as a com- 
posite unit where two or more 
tins can be put together side by 
side to form a continuous picture 

as in the case of the chicken 
soup and meat labels -is claimed 
to be an entirely new conception 
in tin packaging and desien. Not 
only do the animals join up from 
fin te tin hut so does the letter 
ing and two soup bowls and the 
logotype when placed against 
each other; all combine in a new 
way to create display appeal 

To support and augment the 
impact of the labels the desigvers 
also created a set of display cut 
outs which is sent out as a free 
service to the retailers, packed 
in a gusseted envelope complete 
with instruction leaflet 

Designs for the remaining 
range of products as well as for 
some new Ones will follow 
shortly. There ts also to come 
a mew gay carton design, price 
tickets and point-of-sale units; 
all co-ordinated, lively and away 
from the “run-of-the-mill” sia. 
dard common to the food trade 

Labels, other than for chicken 
soup, were printed in four and 
five colours by McCaw, Stevens 
& Orr, Lid., Belfast. Chicken 
soup labels were printed by 
Brown, Bibby & Gregory Ltd 
Display material was printed by 
Ford Shapland Co., Ltd. 


“NEW BOSPUR 
PACK 


Packages of Bospur — gravy 
powder have been redesigned hy 
Richard Lonsdale- Hands — for 
Bovril Ltd 

The design, with its rich brown 
hackground, features the word 
“Bospur’ in: white with black 
shadow, and there are three 
supporting colours 

Red for the descriptive panel 

which includes orly the word 
“Rich” in white reverse 
Mustard yellow for the margin 
panel and instruction: space 
on the rear of the pack; and 
Light blue for the eravy boat 
iustration at the base of the 
pack 

The words ‘For 
printed in mustard 
the packages are 
transparent cellulose. 


Gravy" are 
vellow, and 
wrapped in 
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Telephone: MONarch 7408 (3 lines) 


and 


WATTS LIMITED 


2-4 EPWORTH STREET 


LONDON, E.C.2 


They 
say 

fine 
feathers 
make 
fine 


birds— 


How 
right 
they 
are! 
in other 


words... 


If you want 
your goods 
to look 
their best... 


CALL IN THE 
PACKAGING 


al 


Established 1/842 
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Black and white reproductions by~ 
screen - process produced under 
Licence for Reyal Photographers 
Baron, Karsh and Dorothy Wilding 


24"x 18" 3 /- each 
30"x 20" __ 3/6 each 
40"x 30" 6/- each 


Packing and Pos extra. Special 
and for mounting to board and 
(finishing in Gold and Colours. 


PRIESTLEYS 


Commercial Road, Gloucester 
Telephone; Gloucester 22281 (4 lines) 


«9, Buckingham Street, London WC2 


Telephone; TRAfalgar 4277-8. 
Daimler House, Paradise St., Birmi 1. Tel. Mid. 0528 
Victoria Buildings, 32, ate, Manchester3. Tel. Bla. 3851 
120, Bute Street, Cardiff. Telephone Cardiff 31217. 
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| CAMERA AT THE 


IDEAL HOME 


The Daily Mail’s Ideal Home Exhibition is one of 
the highlights of the exhibition season. Here are 
pictures of some of the outstanding stands. 


| 


=." \ i ae 
fn eee 
ae 


e 
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“Ideal Home” magazine showed examples of contemporary furniture 
for a lounge and modern dining-room. Copies of the 1953 edition 
of the “Ideal Home” Book of Plans were on sale. 


IF THE SLIGHTLY HARASSED PRINT 
MANAGER propping up the bar last week in 
a well-known tavern, who was heard to suggest 


that ideals of craftsmanship were on the wane, 


: es . The framed centre-piece of Crosvies Pure Food Co. stand is a cut-out 

that good photo-litho printing and_ reliable photograph of the Royal Family. Inside the glass-fronted counters 

can he seen jars of “Nell Gwyn" marmalade, while the two display 

items at the back are designed to link up with the campaien for 

Croshie's jam. The stand was designed by David P. Unwin Ltd., in 
conjunction with Smee's Advertising Ltd. 


delivery dates were hard to come by, and that 
standards of service were not all they might 
be—if the gentleman in question will step round 
to Charles and Read in Chancery Lane he will 


hear something greatly to his advantage. 


i hier ar rw 
wemsa 


af —- 
LIMITED ; 


P ‘ ‘ To show the housewife how to derive the maximum benefit from 
Printers by photo-litho-offset electric appliances in the home, The General Electric Co., Ltd.. 
= planned, on a giant roundabout, a full-size ideal all-electric kitchen 
27 CHANCERY LANE, LONDON, W.G.2. PHONE HOLBORN 2882 | and lounge. This view of the stand shows the lounge. The designer 
crw | was C. J. Lansdell. 
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Films attract, inform and sell. . . 


with THE BROOK PROJECTOR 


Fits in with your plans or stands on its own. 

A brilliant, steady picture . . . high quality sound. 
Repeats indefinitely or can be controlled by push button. 
Occupies only 3 ft. « 2 ft. 9ins. floor space. 

Is available on hire or for sale. 


For full information torite or’ phone 


SOUND-SERVICES LIMITED 


(An Associate of the Film Producers Guild Ltd.) 


269 KINGSTON ROAD -. MERTON PARK LONDON .- S.W.19 
Teleohone > LI Berty 4291 


CVOPMUMOW 
bew! 
4 


o 
E DISWAN ILLUMINATED DISPLAYS ARE DIGNIFIED AND STRIKING 


CROWN AND E.R. Hard-board cut-outs — finished RED — wired complete with water- 


proof Ediswan Illumination Strip and Garland Reflectors. Height 3 4° Crown Cat. No. 832 
17 holders : £9. 10.0 E.R. Cat. No. L.S. 831 23 holders : £9. 18.0, 


EDISWAN ILLUMINATION STRIP & REFLECTORS 
PROVIDE A FESTIVE ATMOSPHERE 
Ediswan Watertight Illumination Strip Ediswan Garland Reflectors Cat. No. LS.839 


The safest and most reliable strip available, fully For use with Royal “Ediswan” standard B 


protected against wet weather, supplied complete Colour Sprayed Lamps, these reflectors are silver 


. mirror finished, stamped trom light gauge metal 
with B.C. le olders ‘ . . gauge metal, 
B.C. lampholders. Price Examples » Holders 7 diameter and supplied complete with fixing 


at 12° centres 7/8 yd. 36” centres 3/8 yd, springs. Price» 10.- dozen 
Ask for publication Nos. C.1512 and E.1661. Ask for publication No. E.1661, 


THE ABOVE PRICES DO NOT INCLUDE LAMPS 
A comprehensive range of Royal “ Ediswan™ lamps for use with any of the above and for all decoration purposes 


are available from all Ediswan District Offices and Sub-Stores, ASK FOR LAMP CATALOGUE NO. LISISA 


THE EDISON SWAN ELECTRIC CO., LTD., 155 CHARING CROSS ROAD, W.C.2 - Member of the ALL Group of Companies 
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MERCURY D 


Head Office 


171 NEW BOND STREET, W'! 


394 YORK ROAD, 5.W.!8 
Tele: VANDYKE 3562 


Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


Works 


ISPLAYS LTD 


Tele: GROSVENOR 871! 


EASTWOOD STREET, S.W 16 
Tele: STREATHAM 4595 


STATISTICAL 
WARKET 
RESEARCH! 


How many in 
Bedfordshire 
Lancashire? 
County by County 
Town by Town 
Surveys of 


GROCERS: 


Co-ops, Multiples, 
Independents, 
General Shops, all 
shown separately, 


CONFECTIONERS. 


CHEMISTS. 
Special Surveys, 
Industrial or Consumer 
Markets. Estimates Free. 


MARKETING DATA 


5s THKOBALDS ROAD 
LONDON, W.C.2. 


Velephone HOLL, 2072 


SCREEN 
PRINTERS 


Specialising in 


BANNERS 


FOR ALL TRADES 


consult 


Kandor}| 


19 CONDUIT ST. | 
LONDON, W.1 


Telephone Mayfair 0033/4 
UTIL LL UAL MULL LULL LL 


--— ~-- — 


CORONATION 
ENLARGEMENTS 


Ask for itlustrated price 
list and supplement 
showing latest 
Royal Family group, etc. 


AUTOTYPE 
Brownlow Rd. W.13 
FALing 2691 


| and 
District Newspapers 
SCARBOROUGH EVENING NEWS 


SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C, ~ A 1.61 6 
Covers agricultural districts and 


holiday resorts of N.E. Yorks, 


NORMAN SMALE 
| 92 Fleet St., E.C.4. CENtral 8209 


Tel. CITY 2604 (5 lines) 


€ © 

\ The N.N. is the only 
§ Journal in the field with 
y a guaranteed A.B.C. five 
= figure net sale. 


* Just a reminder ! ) 


6 
‘ The new Offices of the ; 
~ MATIONAL —WEWSAGENT 
§ 

~ BOKSTLER,STATIONER 
2 are situate at 2 
149 Fleet Street, E.C.4 | 


| 
| 
fact photography 
; advertising 
| 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON ZOO 


26a BREWER STREET, W.! 
GERRARD 6665 and 5868 
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Camera at the Ideal Home 


continued 
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{fssociates, had a difficult site, 


| Peek Frean’s industrial design consultants, Richard Lonsdale-Hands 


ft. x 40 ff to handle Main 


emphasis is on the sale of miniatures. Space has also been allowed 
on the lone length of counter to exhibit the Peek Frean range of 


export tins 


Peck Frean “flashes” each of 


There are a number of recessed panels in the form of 


which carries a selection of packs 
displayed on dark blue velveteen and individual! doilies. A 


central 


revolving feature comple tes the Peek Frean export story and ts cappe d 


hy a special Coronation souvenir 
ducty are displayed in mass form, below th 


The home market range ef pro- 


recessed panels 


Jam trio with Coronation flavour 


MMHREE products of Scott, 
Preserve Makers Ltd. have 
been combined in a Coronation 
pack just launched 
Iwo 4 lb. jars of jam and one 
lb. jar of marmalade are mar- 
keted in units of three in a 
special adaptation of the bulk- 
pack principle using Cellophane 
cellulose film 


The. metal lids of the jars, 
scalloped at the rim, are printed 
with heraldic devices and the four 
national emblems in red, yellow 
and green on white, together with 
the inscription Elizabeth R 
1953." The labels are also 
brightly printed, with the Union 
Jack and the firm’s brand name 
as principal parts of the design. 

Ihe shape of the jars does not 
allow the more usual method of 
forming the bulk-pack with a 
simple stiffener of card to give 
support The makers have sur- 
mounted this difficulty by intro- 


ducing a specially designed card- 
board base with three circular 
cut-outs. The jars fit neatly into 
these and are held in position by 
au overwrap of Cellophane which 
integrates jars and cardboard 
base into one easily handled 
pack. The printing on the base 
includes the brand name, the 
house motif of a Scottie dog on 
a tartan background and a 
smaller repetition of the device 
en the lid, thus giving an effective 
unity of design 

When the Cellophane ts 
applied, a longitudinal fold is 
made along the base and adhesive 
cellulose tape secures the ends 

Another firm of jam makers 
have also adopted a three-in-one 
pack. They are Wm. Moorhouse 
& Sons Ltd., who are introducing 
a Kiddipak consisting of a jar 
each of plum jam, marmalade 
and apple jelly. Every pack con 
tains a nursery rhyme picture for 
the children to colour. 


Scotts three 4 lb. jars wrapped as one unit, 
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New Brylcereem label is step 
in modernisation plan 


\ FULL page advertisement in the trade press recently intro 
4% duced to chemists and hairdressers throughout the country, 
i new Brylcreem label. Tying in with the sporting appeal of 
national press 
idvertising, the 
idvertisement was 
headed  “Smart- 
ness counts—and 
Brylcreem sports 
i new label!” 

This departure 
from the familiar 
gold, red and black 
design is part of a 
long term policy to 
modernise the 
label and at the 
same time give a 
stronger shelf appeal. These two 
objectives have been considerably 
improved, in that the name Bryl- 
creem is now more easily read. 

New version of the label is on 
the left. Background ts red, with 
lettering both white and black. 
Ihe brand name of the product 
is reversed white on the black 
band across the centre of the 
label 


Cadbury’s 
Easter egg 


The designer of the label was 
Kenneth Lamble working in con- 
sultation with Milner Gray, both 
of the Design Research Unit 


Special sleeve for 
Coronation 


To FNABLE chemists and stores 
to keep in line with the forthcom- 
ing Coronation displays, Herts 
Pharmaceuticals Ltd. have intro- 
duced a slip wrapper in blue and 
silver with the Union Jack, - 
Crown and Royal Insignia fr ; 
their Nivea Creme These Cadbury's have particularly at- 
wrappers ere slipped over car tractive Easter novelties this year 
tons containing the 2s. 6d. size 
tins of Nivea Creme to make a 


° e . . 
most attractive counter display Aluminium foil 
All display and advertising for 
Herts Pharmaceuticals Ltd. is gummed paper SA LES- TA LK 
handled by Greenwood Advertis- Pure kraft-backed aluminium 
ing Ltd foil, glue gummed to provide ' ‘ : — 
4 additional strength and adhesive Silvery script on pastel papers says “Yardley, ¥ Y» 
properties, is the raw material for | Yardley” — and with such good effect that the customer, 


producing Polyfoil aluminium 
gummed tapes, recently intro : 
duced by Green (Fancy Papers) Another instance of how personalised packaging pays. 
Ltd 

These tapes are printed in 4 
and 5 colours on to silver and 


too, says “Yes, Yardley, please’ Another sale. 


Another good mark for Sanderson Signature papers. 
These personalised box cover papers, used by so many 


; Z < é rate é € 
gold aluminium coils, and are leading manufacturers, can be created for any product, 
presented in a wide variety of introducing any name or trade mark. ‘The extra cost is 
Christmas, seasonal and conven small, the attention value very considerable. Ask your 
: tional designs. The bursting . 
strength of these tapes is claimed box-maker for details . . . and about the Sanderson 


to be 334 per cent to 50 per cent 
higher than normal gummed 
tapes, and the aluminium foil i F " 2 \ y e D 
lamination provides a_ highly SANDERSON MAKE 
resistant moisture vapour barrier i ‘ 
A further application of this S nature Papers 
gummed back aluminium foil to 74 
advertising, display and packag- : 
ing is for printing large seals, and $2 BERNERS STRESS, LONDON, W.s 
This sleeve fits over the standard — cut-out decorations relief em 
2s, 6d, Nivea Creme pack, bossed to register with the print 


Range of Coronation Papers. 


4 a a i 
eer . 
co . 7 — — y - LAS 1 VAS AS “ q 
a & a ‘ > j ixcaiea e> ; ey 
va 2 Bol & 
“i a , = , - ‘ 2 , - . 
ys s & is “Ae : = ed oe 
ORAS aay Bias ie | 
. ‘ccd tel ee tit 
$ 
Ny ¥ , = AS fer, j - > 
ty 4 - ‘ enh a Lee er eae MRPs, Ee 
ye ae gf ic: ge 
z ae, €. Ya “a. a 
/ :, a : if i Ea g - 
4 s : ‘ 3 d - 5 ‘ 
: PAY es 
Sess) . pe 
| r a ss E | | f ; 
f “ij 4 
: St Kale 
é ' 4 Z — ) 
| 4 . oa an 
| a” AL) Nae 
; ox ; “ise 
Za . \, Se 
me. ¢ ss & ’ ° oa ; 
ba = , an ii P - <A : ~*~ # , 
; , ae ‘ Sey igre ae ee) ’ | F 
. Pe . te ‘. es Pn Bee } 
a” m j ig . ~) ip 8 ™ J 
_ es = Bs a ee tose we ye a 
i fics Mig f° i: ‘gs I Tied ra 
te j rg ‘ id so SOS (th g > 
T/T CU) Ae APG 
s *t . 
| | aT 
qQ / ' 
c) a 
_w, oe | 
wivEA Gee 
] 
| ee 
} 
1 
| 


ADVERTISER'S WEEKLY 


“Market Survey of the 
HOME COUNTIES 


Healthy variety of jobs — but highly 
paid engineering workers predominate 


A compared with earlier 

surveys, we are proposing 
to extend the boundaries of the 
“Home Counties” to include, 
not only the five complete 
counties of Bedfordshire, Buck- 
inghamshire, Hertfordshire, 
Middlesex and Surrey, but also 
the whole of the Counties of 
Essex and Kent. In earlier sur- 
veys the “Home Counties” 
excluded the non-metropolitan 
sections of these two counties. 
This certainly had the virtue of 
being a more rational “market- 
ing area” but most of the 
census material so far available 
only permits us to deal in 
whole counties, and it has 
seemed preferably slightly to 
alter our definition of the area 
than to deny ourselves the use 
of available information. 
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1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

country), is the area through which our eleven 
individual local newspapers circulate. 
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By DAVID PICKARD, 
of Research Services Ltd. 


Within the boundaries of the 
area aS We now define it, live a 
little over eight million people, 
or almost exactly one-sixth of 
the population of Great Britain. 
At the 1931 Census, the popula- 
tion was not quite six million, so 
that in the 20-year period the 
population of the Home Counties 
has increased by 37 per cent, 
while, during the same period, the 
population of England and Wales 
as a whole has gone up by only 
10 per cent. 

It is at once evident that the 
principal feature of the Home 
Counties is that they are just 
that, Home Counties and con- 
tiguous to London. In fact by 
the Registrar-General’s definition, 
five out of the eight million 
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inhabitants of the Home Counties 
live within the London conurba- 
tion itself, and only three million 
(38 per cent) outside it. The 
difference between the two areas 
is underlined by a comparison of 
density. Inside the Greater Lon- 
don section of the Home Counties 
the population is distributed with 
a density of 13 persons per acre, 
while outside Greater London 
the comparable figure is rather 
less than 1 person per acre. 

The Census tables which show 
the occupation of workers enable 
us to examine in some detail 
what the people of the Home 
Counties do for a living. This 
table points to one fact that may 
be surprising —in all of the seven 
counties there are more men 
engaged in engineering than in 
any other single industry. To 
anyone who knows Acton and 
Wembley it will come as no 
surprise to know that engineering 
is the principal industry of Mid- 
dilesex, but the scale of the 
industry is even so rather start- 
ling, for there are more men 
engaged in engineering and allied 
trades in the County of Middlesex 
than there are in the whole o! 
the County Borough of Birming- 
ham. Middlesex has, too, an 
unusually high proportion = of 
occupied women, 40 per cent 
against a national average of 
only 34 per cent. Nearly a third 
of them are clerks and typists 

In Surrey, too, engineering 
Occupies more men than any 
other industry, but agriculture is 
substantially more important than 
in Middlesex. Essex and Kent 
follow a not dissimilar pattern, 
although in Kent the proportion 
of women with jobs is, at 28 per 
cent, well below the national 
average. The principal cause of 
this, one suspects, is the popu- 
larity of some towns in_ the 
county as places to retire to; 
certainly the proportion of per- 
sons of retired age is above 
average in Kent. 

The three smaller counties of 
Bedfordshire, Buckinghamshire 
and Hertfordshire also follow 
the pattern and it is unexpected 
to find that here again more men 
are engaged in engineering than 
in any other single occupation. 
and that in all three engineering 
workers outnumber agricultural 
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workers by two to one. Hertford- 
shire has the closest links with 
London of these three counties, 
and one consequence is that it 
contains an appreciably higher 
proportion of persons engaged in 
the professions and in commerce 

In Bedfordshire one of the 
reasons for the high engineering 
population is the presence in 
Luton of a substantial motor 
industry. Motor vehicles have 
by now replaced hats as the 
town’s chief product. 

In his recent publications, the 
Registrar-General has ventured 
where market research men 
tread warily, and has offered us 
information about both the social 
class and the socio-economic 
status of households (based in 
both cases on the status of the 
head of the household). The 
Census form itself did not, of 
course, require us to give any 
details of income, but it did ask 
us to give sufficient information 
about our jobs to allow. the 
Registrar-General to devise an 
extremely detailed classification 


I—THE HOME COUNTIES 


County Population 


Bedfordshire 
Buckinghamshire 
Essex 
Hertfordshire 
Kent 

Middlesex 
Surrey 


II—MAJOR CENTRES OF 
POPULATION 


Conurbations 100,000 and over 


Greater London (part) 

Medway (Rochester, Chatham 
and Gillingham) a. 

Luton 

Hornchurch 

Towns 50,000-100,000 

Romford 

Thurrock 

Watford 

Slough 

Colchester 

Maidstone 


of occupations, and it is from 
this classification that he has 
produced his social class and 
socio-economic status tables. 

Here however, we run up 
against one of the major difficul- 
ties in using Census material. 
namely the fact that much of the 
information is presented for 
“Administrative” Counties, that 
is to say for the County less any 
County Boroughs there may be 
in it. Thus what appears in the 
Census as “Surrey A.C.” really 
means “Surrey, except for the 
County Borough of Croydon.” 
The user is often puzzled to 
know just who it is for whom 
“Surrey except for Croydon” is 
a meaningful area; the Surrey 
County Council possibly, a rather 
restricted audience one would 
have thought. 

Fortunately. so far as the social 
class of households in the Home 
Counties is concerned we can 
make fairly intelligent estimates, 
for although we are not given 
anywhere in the Census the social 
status of the missing County 
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IlI—SOCIAL CLASS OF HOUSEHOLDS 


Social | | County 
a of | Rest of | 
ouse- Great | Middle- 
holds Britain | Beds Bucks Essex® Herts Kent* sex | Surrey* 
| | | 9 % 
1 ; | 4 | 4 Yo 6 hy 4h ~ 
° is | 1 | 2 ix | 20 20 22 24 
; 40 | 52 | 50 | 52 40 | 4 io) 40 
4 17 20 nn ie Es 16 6 | | @ 
3 | 9 | 8 rn 1 | 9 | 8 
100 100 =| 100 100 100 100 =| «100 100 


* For reasons which are explained in the text, these columns contain an element of estimation. 


IV—INCOME LEVELS IN THE HOME COUNTIES 


County in which income is assessed® 


| 
| 


| Middle-| 
Beds Bucks | Essex | Herts Kent sex Surrey 
Income range: , , 4 
£1,000 p.a. and over 3 | % 2 ; =e 4 $ 
£500-£999 ae | 2 12 4 10 1b 12 
£300-£499 39 39 40 38 | 87 3M 39 
£135-£299 | 43 47 46 415 50 43 46 
| 100 | 100 100 100 100 100 100 


*For income tax purposes, 


Borough households, we are given 
a table showing the social status 
of occupied males. In Table Il 
we have made estimates along 
these lines. 


Social classes 1 and 2 corre- 
spond roughly to what we usually 
mean when we talk about “the 
middle classes.” It will be seen 
that the proportion of households 
in these two grades is above the 
average for the rest of the country 
in five out of the seven Home 
Counties. In four of the Counties 
the proportion in social class 3 
is also higher than the figure for 
the rest of Great Britain. This 
grade is roughly the level of the 
skilled worker, a grade in which 
the majority of engineering 
workers would be classified. 


Unfortunately we cannot use 
the Registrar-General’s tables 
which deel with the = socio- 
economic status of households, 
for this time we do not have 
any basis for estimating the 
make-up of the missing County 
Boroughs. However, an interest- 
ing innovation in this year's 
report of the Inland Revenue 
Commission is that we are given 


London is divided among the adjacent counties. 


a county by 
the range of personal incomes. 
In the irritating way of most 
official sources of statistics, this 
table too is not quite what one 
would have wished it to 
chiefly because it is based on the 
County in which the 
USSCSSE d. 
complication arises in that sec- 
tions of London are administered 
for tax purposes, by neighbour- 
ing counties. However, Table IV 
gives at least a broad indication 
of the proportion of incomes 
falling into four main groups. 
Readers familiar with the 
Hulton Survey and other current 
research will, at first sight, find 
the proportions in the highest 
income groups unexpectedly 
small, particularly for a pros- 
perous area like the Home 
Counties. The table given is a 
distribution of all incomes not 
of the incomes of heads of house- 
holds. If we took out from it the 
incomes of all subsidiary earners, 
we should take more from the 
bottom two lines than from the 
top two lines, with the result that 
the distribution of incomes would 
begin to look more “normal.” 
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What every advertising man 


and woman should know about the number of people —_ 


4” organisations—in a particular line of business or 


of a particular rank or title, is all plainly set out in 


the latest Facts & Figures issued free by CL. With a ‘ 


copy on your desk, vou can keep tabs on the number 


of prospects direct mail can help you reach for a 


thousand and one propositions, And when you want 


to check on the help 


we per sonally can give you 


well, you'll find a few choice words on that subject too. 


To make sure FACTS & PIGURES 
fay; on your desk, better get us to 
send an extra copy or two for your 


colleagues while we're about it. 
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ADVERTISER'S WEEKLY 


A Blandford monthly 


hh 


Design and Presentation 


The First 
Blandford Influential Monthly 


has been published since 1919 and is accepted 
as the Magazine covering all sections of this 
specialised field. 


The journal and its executives have been 
actively associated with many of the major 
developments within the industry and sponsored 
the outstandingly successful 1951 National Dis- 
play Convention and Exhibition. 
planning a further combined 
September 1954. 


We are now 


event during 


These facts supported by the largest circulation 
in its field make the journal a must for all 
Display Houses and those who supply their 
requirements, 


Members Audit Bureau of Circulations 


Hugh Wilson would be pleased to send you a specimen copy, 
rate card and full details. 


Blandford Publications Ltd. 


16, West Central Street, London, W.C.1. 
Telephone: TEMple Bar 955\ (7 lines). 
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AMERICAN REPORT 


Management Association 
discusses marketing 


A marketing conference recently organised by 


the 


American Management Association threw up much 
interesting information and descriptions of techniques which 


might well be ap 


plied in Britain. 


To continue our 


AMERICAN REPORTS, here are summaries of two papers. 


How to get results 
from distributors’ 
salesmen 


TECHNIQUES that have helped 
the Rapids-Standard Company, 
Inc., Grand Rapids, Mich., to 
increase its sales, plant space, 
assets, and personnel without 
any increase in sales cost were 
outlined by George R. Brockway, 
Rapids-Standard vice-president 
in charge of sales and advertising. 

Sales methods that are success- 
ful in consumer marketing often 
fail miserably when applied by 
industrial goods manufacturers 
selling through distributors, he 
reported. To get best results 
from distributors’ salesmen” he 
recommended five major tech- 
niques: Manuals, product train- 
ing, compensation plans, com- 
munications, and sales manage- 
ment training. 

Discarding such “frou-frou” as 
letiers from the president and 
pretty product pictures, Rapids- 
Standard has developed manuals 
that are easy to read, understand, 
and use. A sales manual, in Mr. 
Brockway's view, should enable 
the prospect to visualise how the 
equipment could be used in his 
business and the salesman to 
write a complete order. Function 
of the service manual is to inform 
the agency of the equipment’s 
manufacture, application, sales, 
installation, and maintenance. 
Each should offer all the infor- 
mation needed, including index, 
model and parts numbers, prices, 
technical data and specifications, 
and pictures of the product in 
actual use. 

To supply the salesman with 
product knowledge, Rapids- 
Standard offers a correspondence 
course featuring a quiz that can- 
not be answered without reading 
the whole manual at least once. 
Those who complete the quiz 
get a week's training at the 
factory, where a full-time salaried 
trainer takes them through the 
manual again. They visit the 
manufacturing department that 
makes the product and several 
customers who use it. Later the 
trainer works with them on the 
job in their own towns. 

“A salesman is willing to sell 
something he knows about,” Mr. 
Brockway reminded the group. 


“The more he knows the more he 
sells.” 

Communications, Mr. Brock- 
way said, should be up, down. 
and sideways. Salesmen’s com- 
plaints are publicised: the men 
aie surveyed for their views on 
product development, markets, 
advertising, promotion, sales aids, 
and meetings; and they are given 
proof of when and how much 
their opinions are used. 

Do not rely on the distributor 
to carry the message for you, Mr. 
Brockway warned—and do not 
snow under the salesmen with 
so much mail that they will not 
read anything. Rapids-Standard 
agents and salesmen know they 
will get only one communication 
a week from the company, that it 
will take about ten minutes to 
read, and that it will contain in- 
formation absolutely essential to 
their work. 

Finally, Mr. Brockway said, his 
company tries to train its distri- 
butors to become managers on 
their own feet and in their own 
agencies, As a_ result, the 
agencies have become successful 
businesses, and they have taught 
the home office that every terri- 
tory is different and decentralised 
nianagement “works best with 
just a feather-light touch on the 
reins now and then.” 


Research getting 
more specialised 


MARKETING RESEARCH in 
America is becoming more and 
more a_ specialised function, 
Richard D. Crisp, director of 
marketing research, Tatham- 
Laird, Inc., Chicago, told the 
conference. 

This was one of the trends in- 
dicated by a recent AMA study 
ot company practices in market- 
ing research results of which 
were reported by Mr. Crisp, its 
author. 

In three out of four of the 425 
companies polled, the — study 
shows, such research is performed 
by full-time employees who 
specialise in that function, and 
have no other major responsibili- 
ties. Within the companies in- 
cluded in the survey, full-time 
specialists outnumber part-time 
marketing research practitioners 
by more than two to one. 

This ratio is almost the reverse 
of that shown in a somewhat 
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similar study made SIX years ago, 
Mr. Crisp pointed out, indicat 
ng a strong trend toward greater 
specialisation. The trend appears 
in companies of all sizes making 
ill types of product, although 
there is more emphasis on full 
Ime assignment of the research 
function among companies mar 
keting consumer goods than 
among those marketing industrial 
products 

Almost all of the companies 
replying to the questionnaire do 
marketing research—95 per cent 
of those with annual sales of 
more than $100 million, 98 per 
cent of those in the $25-$100 
million sales group, and 86 per 
cent of those in the under $25 
million classification. No appre- 
ciable difference is shown in this 
respect between consumer-pro 
duct and industrial-product firms 

The most common function of 
market research in the area of 
producty or services iy studying 
the competitive position of com- 
pany. products, including market 
share analyses, reported by more 
than 90 per cent of the com- 
panies engaged in marketing re- 
search. The second most frequent 
activity is economic research, in- 
cluding determination of industry 
trends and correlation of com- 
pany sales with economic indi- 
cators. 

In the area of research on mar- 
kets, Mr. Crisp said, the most 
widely performed function is 
analysis of market size. Close 
behind are analysis of territorial 
sales potentials and estimating 
demand for a proposed new pro- 
duct or service. Most widely per- 
formed research in sales methods 
and policy is measuring territorial 


variations in sales yield, market 
vhiare and sales cflectiveness, 
with establishment or revision of 
sales territories ranking second 

Analysis of territorial sales 
potentials is the marketing re- 
search activity considered “most 
important” by the largest num- 
ber of companies replying to the 
questionnaire. Determining the 
competitive position of company 
products is a close second, and 
analysis of the size of the mar- 
ket for specific products ranks 
third, in the view of the firms 
surveyed. 


Expenditure on 
research 


Ten cents for each $100 of 
sales is the median figure among 
companies that reported their ex- 
penditures for marketing — re- 
search. Companies with — sales 
below $5 million a year spend 
three times that much, on the 
average. As sales volume in- 
creases, the rate of expenditure 
drops, ending up at less than one 
cent for each $100 of sales in the 
case of firms with annual sales 
of more than $500 million. Indus 
trial products manufacturers 
spend a lower proportion of their 
sales dollar for marketing re- 
search than do manufacturers of 
consumer products. 

Six out of ten companies that 
do marketing research expect to 
spend more dollars for that pur- 
pose this year than they did last 
year. This indicates, according 
to Mr, Crisp, that in the opinion 
of the men who pay the bills the 
marketing research investment 
made in 1952 paid. 


AD. MAN’S BOOKSHELF 


Coronation 
lore 


The History of the Coronation, by 
Lawrence Ff Tanner (Pitkin Pictorials 
Lid, 17s. 6d) 


Although, in associating the 
Coronation with commercial pub- 
licity, there are many things that 
must not be done, it ts essential 
for creative advertising men to be 
well versed in Coronation lore. 
This beautiful book will both 
inform and inspire them, and, in- 
cidentally, provide a most accept- 
able gift for overseas clients and 
associates. 

Mr. Tanner is Keeper of the 
Westminster Abbey Muniments 
and Library. in which there is a 
vast documentary record of past 
Coronations. From this and other 
sources he has compiled a fascin- 
ating history, lavishly illustrated. 

Inset is a facsimile of an issue 
of The Sun, published on June 
28, 1838. to commemorate Queen 
Victoria’s Coronation. This was 


printed (and is reproduced) in 
gold ink, first used for machine 
printing only seven years pre- 
viously, when Thomas de la Rue 
gold for 


printed a Bible in 


William IV. Credit for its pro- 
duction is given to De la Rue & 
Co. and Clowes & Son, both still 
familiar and honoured names in 
the world of print.--C.D.R 


Hotels register 


Hotels and Restaurants in Great Britain 
and Ireland (British Hotels and Res- 
taurants Association, Ss) 


Claimed to be the largest and 
most comprehensive accommoda- 
tion guide in the country. the 
British Hotels and Restaurants 
Association annual official guide 
this year lists 4,000 establishments 
in tabular form and over 1.700 
in an illustrated section. 

Also included is a photographic 
Coronation supplement featuring 
Royal residences linked up with 
events in the life of the Queen. 

This is the 25th edition of this 
popular guide and will make a 
useful addition to the bookshelf 
of any businessman who travels. 

Mailing list compilers will also 
want to have it. 


Cope's Racegoer's Encyclopadia 
for 1953 (Copes Publications Ltd.. 


2s. 6d.) contains, apart from much | 


other interesting data. a calendar 


of all racing events for 1953. This | 


special Coronation Year edition 
contains 256 pages. 
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MANAG ENENT 
— RESTAURANT TRADE JOURNAL 


The Second 


Blandford Influential Monthly 


After a quarter of a century's close collaboration 
with the leading hotel and catering interests and 
their official bodies; after the absorption of 
Odhams’ “Hotel & Catering Management” in 


1938 and Hutchinson's 


Trade 


Journal” in 1950; /IOTEL MANAGEMENT & 
RESTAURANT TRADE JOURNAL is now... 


READ... 


FOLLOWED ...°ACTED 


ON” 


... by the key buyers in all sections of the trade. 
So great is the aggregate purchasing power of 
this industry, the nation’s “SECOND HOUSE- 
HOLD”, that many leading national advertisers 


include “JIOTEL 


W. Francis will be pleased to send you specimen copies 
rates and full details, 
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in con- 


Blandford Publications Ltd. 
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ADVERTISER'S WEEKLY 


A Blandford monthly 


The Third 
Blandford Influential Monthly 


and the only monthly publication in this country 
devoted exclusively to the interests of Children’s 
and Teen Age wear manufacture and distribu- 
tion; official organ of the National Children’s 
Wear Association. 

First published in 1936 under the title “Children’s 
Outfitter”, the journal is read throughout the 
Trade and has a highly specialised paid circula- 
tion— steadily developed over 17 years of pro- 
gress and consolidation — amongst Buyers in 
multiple, departmental and specialty shops, 
Wholesale Houses, etc. 

In our constant endeavour to give service to the 
Trade, JUNIOR AGE has sponsored many 
successful enterprises, not least of which are the 
annual and well established Parades and Exhibi- 
tions held at the Dorchester Hotel, London, to 
foster Buyers’ interests in Seasonal Ranges. 
Many manufacturing friends have consistently 
used our advertisement columns to publicise 
their productions since the journal's inception, 
and have expressed satisfaction at the results 
obtained. 


Leslie W. Goss would be pleased to send you a specimen copy, 
advertisement rates, and any further details you may require. 


Blandford-Hyde Publishing Co. 


16, West Central Street, London, W.C.1. 
Telephone : TEMple Bar 9551 (7 lines). 
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Contract broken because 
paper was flooded 


By our Legal Correspondent 


Q. Some time ago | contracted 
to supply a quantity of paper for 
a special printing job—the paper 
manufactured for this 
one purpose. A substantial por- 
tion of it was destroyed during 
the recent floods. Now I am 
threatened with a claim for 
damages, as the printer has lost 
the contract. What is my position? 

A. The “property” in the paper 
would not pass to the buyer until 


| actual delivery had taken place. 


As the paper in this case had not 
been delivered, the risk remained 
with the seller, and he bears the 
loss caused by the floods. 

Owing to the inability of the 
seller to keep his contract, how- 
ever, the buyer may be involved 
in losses also. Whether or not 
he can recover from the seller 
depends on a number of factors. 

One point that arises is 
whether or not a_ time for 
delivery was specified. Will not 
the buyer wait until a further 
quantity of the paper can be 
manufactured? Time is important 
if the parties to the contract have 
expressly stipulated in the . 
tract that it shall be so; or if, i 
the case where one party To 
been guilty of undue delay, he is 
given a date for performance by 
the other party; or if the nature 
of the circumstances makes it 
imperative that an agreed date 
should be precisely observed. 
Under this last heading would 
come a contract for the delivery 
of paper for a printing job that 
had to be completed before the 
Coronation. 

Generally, in any case, it can 
be taken that if the commercial 
object of a transaction is frus- 
trated by the happening of some 
unforeseen delay through no 
fault of either party, the contract 
is ended. 

The printer, therefore, would 
able to sue successfully 


facturer was in no way at fault. 

Q. Frequently an advertising 
agent is asked to indemnify the 
newspaper publisher in’ respect 
of costs or damages falling upon 
the newspaper as the result of 
legal actions or threatened legal 
actions. Are these forms of 
indemnities of any value? 

A. Any doubt concerning the 
effectiveness of these forms of 
idemnity were removed by the 
of the Defamation Act 

Section 11 of this Act 
stipulates that an agreement for 
indemnifying any person against 
civil liability in respect of any 
matter shall not be unlawful 
unless at the time of the publi- 


cation that person knows that the 
matter is defamatory, and does 
not reasonably believe that there 
is a good defence to any action 
brought upon it. 

It should be noted that if a 
statement is obviously defama 
tory, and there is not a reason- 
ably good defence available, then 
the form of indemnity is value- 
less. For instance in a case heard 
some years ago a publisher fell 
foul to the libel laws, and his 
printer, to whom he had given a 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


form of indemnification, was 
also involved. The idemnity, 
however, was held to be irre- 
coverable, as the printer knew 
that the published matter was 
libellous. This principle is still 
preserved both in an Act of 1935 
and in last year’s Act. In inno- 
cent libels, however, the usual 
indemnity forms constitute the 
basis of a valid contract, and if 
the newspaper publisher has to 
pay damages, he can recover 
from the advertising agent. 

Q. Another firm is approach- 
ing some of my staff, all highly 
skilled, and is offering them 
higher remuneration, to induce 
them to leave me and to join this 
other firm. Are they entitled in 
law, to do this? 

A. The law will not interfere 
normally with the right of an 
employee to leave one job to 
better himself in another job, pro- 
vided he gives proper notice. 

Sometimes an employer obtains 
from his employees agreements 
that they should not enter the 
service Of a competitor, Norm- 
ally, the courts will not uphold 
such agreements, but of course 
they will protect an employer if 
one of his technicians wishes to 
leave to use a secret or highly 
technical process, which belongs 
to the first employer, and use it 

Continued on page 620 
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TYPE NSA AIR BRUSH TYPE ACA-! AIR 
COMPRESSING OUTFIT 


= 
TYPE NSE AIR BRUSH PRESSURE _REGULATING* 
"TANK 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more — in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (SH), giving details 
of Aerograph Air Brush and 

A E R 0 G R A P H Air Compressing equipment. 
A t R B R us H ES % For precise adjustment of air pressure 

THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 

Showrooms :— London, Birmingham, Bristol, Glasgow, Manchester 
T.A.4602 


cy i per mtkscree™ 


Phone: SHO 6281 


H.CLARKE & CO. cox) [TD » 


NEW INN YARD - E.C.2 


Blandford Publications Ltd. 


ADVERTISER'S WEEKLY 


The Fourth 
Blandford Influential Monthly 


The only monthly publication devoted exclu- 
sively to the needs of the LARGE-SCALE 


caterers. 


Prominent amongst its readers are the important 
and influential people responsible for the 55 
MILLION meals served WEEKLY in industrial 
canteens. 


BULK catering in Industry, Hospitals, Schools, 
etc., represents a considerable proportion of the 
money spent on food and equipment in this 
country. 


Many national advertisers consistently use 
CATERING MANAGEMENT as the medium 
to reach this tremendous_market. 


Ken Warton would he pleased to send you a specimen copy, 
rates and full details. 


16, West Central Street, London, W.C.1. 
Telephone: TEMple Bar 955\ (7 lines) 
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ADVERTISER'S WEEKLY 


A Blandford monthly 


cae Vr 


The Fifth 
Blandford Influential Monthly 


and 
Business Journal of the Travel Trade 


a 1953 issue 


Advertisers’ index 


Aer Lingus 2 ot 5 Treland 
Aw Ceylon KLM 20 
; Aw brane Back Cover David Mac Brayne WO 
’ American Export Lines of Manchester Liners Lid tis 
Ameriwan Express 4 Messageries Marttimes 70 
Austria v2 EB. H. Mundy (Germany is 
Barbados 72 National Airlines fiz 
Barton Transport i Nederland Line 2 
tA ‘ Netherlands 70 
‘ Bergen Steamship Line ary Norwegtan Railways 62 
Bradshaws Aw Guide ts Orient Line 44 
BOAT Front Cover Pan American s & 24 
British India Services ” Polish Ocean Lines 70 
h British Railways Inside Back Cover Poly Tours tin 
5 2 Jas. Burness & Son, Lid 4 P. & O. Line ita 
. Canadian Pacific Railways ih *opularis Tours 72 
Cooks 10 Royal Interocean Line WO 
Cunard Line 40 Royal Mail Lines 2 
Denmark iw Sabena Belgian Atrways $2 
Dodero Line 5a SAS Inside Front Cover & 1A 
Hl Al Israel Airline T) See Spain Lid, LD 
Frane Wo See Yugoslavia Ltd. “4 
French Line Is Shoham ii 
briendship Tours 72 ‘Swedish Lloyd 26 
Furness, Withy is Swissair 1M 
“4 Crardiner Travel Service 0 TCA ‘4 
‘% Crermany is TWA 0 
& Goulandris Bros ot Union Castle Line ‘ 
wad) Holland America Line Oe US Lines 22 
as Home Lines os Voyages Dubreuil 17 & 70 
ee heeland s Wookey Hole Caves 72 
Yugoslavia 4 
Fi L. H. Templeman would be pleased to send you a specimen copy, 
¢ rate card and full details. 
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Blandford Publications Ltd. 
E 16, West Central Street, London, W.C.1. 
Telephone: TEMple Bar 955\ (7 lines). 
om 


et, “ee 


618 


Marcu 26, 1953 


Biggest spenders produce 
the worst advertisements 


HAI British 

would you say, is the most 
heavily advertised—and the 
most inefficiently advertised? 

It is not much good looking 
amongst the detergents, liquors or 
petrols Ihe Statistical Review 
wont give you a clue. For the 
most heavily advertised product 
is the empty (or potentially 
empty) house, upon which ap 
proximately two million adver 
tising pounds are spent each year. 

Ihe figure is not easily checked. 
But there is a sample easily avail 
able In one recent week The 
Times published 22 columns of 
houses and flats for auction, sale 
or rent, the Daily Telegraph 10} 
columns, the three London even 
ings about 8 columns between 
them, the Sunday Times § 
columns The suburban local 
weekly that comes to my house 
had 44 columns 

In these seven newspapers the 
amount spent—ignoring quantity 
discounts—-was about £6,800 
Assume that the other 153 daily 
and Sunday newspapers and the 
1.200-odd weekly newspapers in 
the U.K. have a revenue of only 
25 per cent of those quoted. Add 
the “glossy” magazines, Dalton's 
Weekly the Homefinder and 
other specialised — periodicals. 
Then multiply the lot by 52 or 
12. as the case may be, and you 
get closer to three millions than 
two 

This is probably a little up on 
last year. The reason is that in- 
dividual advertisements are stay- 
ing in longer because there is now 
a buyer's market. It would seem, 
then, that these advertisements 
ought now to be made to work 
harder. Yet this type of advertis- 
ing is the Cinderella and also the 
Ugly Sister of the craft. 


Sell sizzle 


e—x—x——— 

But the old saying that “if you 
sell the sizzle, you sell the steak,” 
was never truer than here. By 
and large, very few people who 
change houses do so merely for 
the sake of making a_ change. 
Similarly, they very seldom read 
the “Houses for Sale” feature 
until they are actually thinking 
of making a change. Then they 
this rather dreary mass 
of close-set) greyish columns, 
about as action-compelling as an 
unset blanc mange 


discover 


The trouble is that until fairly 
recently ut was all a sellers’ mar- 
ket. Properties were in such short 
supply that estate agents had a 
fairly easy time. (For the record, 
the vast majority of properties 
are handled by agents rather than 
by direct contact. Out of curio 
sity, | counted the 44 columns in 
our local paper that I have 
quoted, and found that out of 153 
individual properties advertised, 


product, 


ali but 17 were 
agent's name.) 


signed by an 


Ihe agents therefore tended to 
regard advertisements as a bit of 
a nuisance and to make them 


stereotyped Practically every 
“small.” with a change of address 
and price, would do for any 
other: 
Charming 
residence, 


modern — freehold 
3 hedrooms (or 4 or 


as the case may be), 2 recep- 
tion, excellent condition, nice 
garden, space for garage. Cheap 


price for quick sale. 

Now that house agents have to 
work harder to make a Sale, it 
remains to be seen whether they 


by 
s W. STOKES 


CHARLES 


are still opposed to innovations. 

There is the question of copy, 
for instance. The Sunday Times, 
a week or two ago, ran a .7-line 
“small” which, after the usual 
commonplace, finished: “Dread- 
ful decor. Rotten garden.” 

I am told that this house had 
been in the market for six 
months, but that the advertise- 
ment created 16 immediate 
inquiries and a quick sale. On 
the other hand when I recently 
advertised my own house for 
sale, my agent talked me out of 
using the words “dilapidated 
garage.” “Say ‘Space for Garage’,” 
he advised. 

1 am sure that the house 
hunters read every blessed line of 
these advertisements, marking 
as they go along, and that even 
amongst this welter of tightly-set 
platitudes they notice and are 
influenced by the unusual phrase. 


On the other side of the 
Atlantic the national tempera- 
ment expresses itself in) more 


luscious language. But this does 
not necessarily sell more houses 
Americans do not necessarily read 
real estate advertising until they 
are actually in the market, and 
when thev do, they also have to 
read long columns of classifieds 
But take this typical piece of 
copy, from a Canadian news- 
paper, which is a little model 
neat but not gaudy, not eccentric 
nor extravagant, but a complete 
mouth-watering presentation 
WEST SIDE SPECIAL 
$8,500 buys dandy 3-bedroomed two 
laos brick on Worele Sireet near 
public ard thah schools This vers 
comfortable, nicely decorated home is 
as ccana a pin and has many mice 
features, including 23-foot living room 
and din ne room ¢ ombination modern 
hitchen inlaid linoleum Love's 
wood-panelled sun room with awnings. 
Screened-in front porch Hot air heat 
with Oak floors Insulated 
storm Nicely land- 
scaped In a auiet neighbourhood and 
it takes $7,000 down with possession 


Canadian and American real 
estate advertising. I notice, allows 
the use of heads and signatures 


house 


with 


ou burner 


windows, screens 
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OBSERVER 


Certified 
Average Net Sale 


July — December, 1952 


4AO4.144 


(Audit Bureau of Circulations 


Display Rate : 


£11 an inch 


a 


The Observer Ltd. 22 Tudor St., E.C.4 


ADVERTISING 


PUBLIC RELATIONS 
for limited appropriations 
AVELING GINEVER 


19 Charing Cross Road, London, W.C.2 
9 £ 
Trafalgar 66 31-2 


ADVERTISER’S WEEKLY 


A Blandford monthly 


The Sixth 
Blandford Influential Monthly 


firmly established and read by executives throughout the trade. 


The following is an extract quoted by the Member of 
Parliament for Aberdeen (N) in the House of Commons 
in a recent debate on the fish trade: 


“We find a striking viewpoint expressed in ‘Fish 
Industry’, the monthly glossy and expensively- 
produced periodical,” 

In the same debate, the Member for Hull commended to 
Parliament the scheme for a Development Council for 
the Industry which was first put forward in Editorial 
Comment by this magazine. 
“FISH INDUSTRY” IS AUTHORITATIVE, THE PRO- 
DUCTION IS FIRST CLASS AND READERS HAVE 
CONFIDENCE IN TT. RESPONSE TO ADVERTISE- 
MENTS IS EXCEPTIONALLY GOOD, AND RENEWALS 
BY REGULAR ADVERTISERS PROVE THAT IT DOES 
GET RESULTS. 
Edgar Leigh would be pleased to send a specimen copy, rate 
card and full details. 


Blandford Publications Ltd. 


16, West Central Street, London, W.C.1. 
Telephone: TEMple Bar 955\ (7 lines). 
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ADVERTISER’S WEEKLY 


ASSOCIATED KENT 
NEWSPAPERS 


give new Intensity of Coverage in 
a solidly prosperous area 


Ihe newly-formed Associated Kent Newspapers offer 
you by far the most intensive coverage of this sharply 
defined area. The wide variety of occupations in the area 
have one common characteristic: all enjoy a solid pros- 
perity and form a first-class market for consumer goods 
and services of every kind. These five influential news- 
papers should be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all news- 
papers. 

CHATHAM STANDARD (Tuesday 1/4.) 
NORTH-EAST KENT TIMES (Tuesday 1 id.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 34.) 

ISLE OF THANET GAZETTE (Friday 3d.) 

(All members of the Audit Bureau of Circulations) 

TRADE DISPLAY (Ordinary Positions) 35- per single column inch 


Rate Card operative from 2nd March, 1983 


NET WEEKLY SALES 83,487 (Certified by A.B.C.) 


Associated Kent Newspapers 


Group Accounts Office’ 3 High Street, Chatham (Chatham 2213) 
Advertisement Represeniativess Bo W. Player Lid., 30 Fleet Street, EC 4 
(Central 2786) 


I 
URGENTLY 
WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT ° 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mitcham 223/-1881-4054 Telegrams : Destroying, Mitcham 
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Biggest spenders’ ads. 


are worst—continued 


in larger-than-body type. up to 
as much as 36 point. This leads 
one to wonder whether British 
advertisers in this field could 
afford to use a modified form of 
display. Shortage of paper, pres 
sure upon space—the latter mani- 
fested in the continuing use of 

A” and “B” editions—have not 
been very encouraging. Even to 
buy a line or two of blank space 
over and under a house advertise- 
ment, for the sake of the “air” 
they would provide. is a dreadful 
proposition to submit to the 
harassed advertisement manager 


Newspaper is 
pioneering 


But one newspaper at least is 
pioneering along those lines, and 
its example might be followed. 
The Sunday Times, under the 
guidance of its advertisement 
manager, Michael Renshaw, is 
doing its best to get its advertisers 
to convert their drab announce- 
ments into “eye-catchers.” The 
use of smal] pictures—the Sunday 
Times claims to be the first news- 
paper to use them since the war 

the use of the agent’s name as 
an over-riding head, with - its 
creation of white space, instead 
of as a run-on signature, are 
already making these dead pages 
come to life. 
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Part of a recent collection of 
property advertisements, from the 
“Sunday Times.” 


LEGAL QUERIES—Continued from page 616 


whilst in the employ of a com- 
petitive employer, 


Q. 1 want to use a number of 
photographs of employees in the 
trade press advertising for one of 
my clients. Ought 1 to obtain the 
written permission of — these 
emplovees? 


A. Normally, it is essential that 
an advertising agent should ob- 
tuin the written permission of a 
person before using that person's 
photograph in any advertisement 

Many photographers, when 
photographing a model, obtain a 
general consent, whereby the 
photographer has “the unres- 
tricted use thereof” in whatever 
manner he or his licensees or 
assignees may in their absolute 
discretion think fit 

An omnibus clause such as this 
may be no more effective than 
the printed declaration seen on 
some novels: “All characters in 
this story are fictitious.” The 
model may well claim that the 
agreement carried with it the 
implication that it would not be 
used in a manner which would 
be injurious to her reputation 


Model retains some 


, pletures for which she posed 


control over 


The only safe rule is to obtain 
permission for the specific use of 
the photograph. If it is to be 
used for advertising a meat 
extract, the model ought to be 
told and her consent obtained 
If she should be a well-known 
vegetarian, having made the 
necessary declaration to obtain a 
vegetarian’s ration book, and if 
her specific consent has not been 
obtained, she may complain that 
she has been proclaimed a liar 
ond bring an action for damages. 
The snecial new defence made 
available by the Defamation Act, 
1951, would be of little use, 
because this defence is dependent 
on “reasonable care” having been 
taken! 

In the case mentioned in the 
question, however, such difficul- 
ties are not likely to arise. 

Che employer presumably has 
given his consent, no question of 
copyright arises, and the em- 
ployees will probably be very 
proud to be “in the picture.” 
Verv often in law, however, -the 
man who takes precautions which 
seem to be absolutely unnecessars 
comes off best 


swe Se 


es ‘ —- 
ite ae: — es 1 bad 
a 
3 } 
¥, 4 
a Co 
ji : 
ae { A 
a eS 
‘a ee ne Ye ; 
* eo 4, Stiga | i, 
7g | ee < amewes 6 amen 
ri Aa FE : 
~ e “ ——— —— 8 eee 
Xf 
4 _ ~,* ‘ tase ewe Come - 
; ' » eS es) ; 
ASE | ) SE Nee Pd ' 
: ae See 
4 - ; 
ra | J 
: | a . _ 
si ee: . . os Gn we > ais tae on ~— Y 
4 | ge aS 
oF - Pea eo La Ce iol 
3 ~FOWN 
‘ 8° es som 
i | 
a & pen Se a U8 Te 
“altiGawe « wncuko, ATS m= 
Bae eas ak yee ie Te Se ee 
ous, cca stems Vers SMOANE STREET (o@) 
; fg Ti I Eg 
si Se eg ees tees ee ee pa 
ane OE oe 
a } e. ey ES Te eh open eam cane pe 
| Fe oe > 
Pe SST ; 
3 ig 
a , SS tree See ee 
re _ ae 
vr ren pee, ee 
: WY ag Ag - N . 
Nghe Femara Lit ees 
9 fete Se 
a Se FO ae so 
: Be a ee SE oe 
“4 = — Thoth eal Kshs Ther’ | 
bork bden bet Ate 
= i a BI ee 
‘t Dares oersmg ee 8 Sos EE ae les, ine Se 
od fee He ee SS A ee ere 
e tlre teen me mad ga 0 oe 
Dh Pprietnden ge mm males oye 
- es Sa Pi iaibened a hae tee Gm eine ag ot ie 
5 Brae Kiel nse sean areal gee fe he ait Se gRWial gust 
= Eid certs eget eh genr Boge once, spas 
ae Protra “Sib EN oes EP PE ts Cerne MSS 
. ng A ig i i tg 
bg Ig ae aE ayy 
“a ky 
Rests corms a Teta me Chae A eee 
Desteen ire toe gg tee Loge et ae in ait ts toh 
tc Ra ahs Tete Serge te aT 
3 Finals AND GiAMGEIS ~=~——~SCS RSS JONES 
eee KSEE, ESOS Pat | snore maote Sermon, oe 
PR heehee eee Sd 
Fe PO ek as a ree af? 
ee Nt ke Re et 
ee | Ne eg a 
i Sat cee, kins Bi rats Sram |Fena'et at vaeeece © EN OS 
FE Po bre SARs ee Se et eo 
rf REE IRE AOE RRR RS 
Ps 
bye 
‘ ee Po 
u 
: a 
a ail . —_ 
? 
5 Daal ae 
= 3 : 
< e . 
+ 4 - 
“ . 
‘ ee H 
$ : 
4 
; $ $ 
% e . 
3 ry 
db e . 
§ e e 
a 3 7 
. 
y . 
Ei ° $ 
x 3 e 
‘ $ : 
, 3 : 
4 ‘ . e e 
& our : : 
; Be Po 
L ae 
* ee 
oP 
rs 
bia 
a by | 
% i 
, / 
t, e 
* 
% e Po 
| ee 
cae | 
wh Sar, sty 
Bon AE ‘ * a - os a ie oe a a. (ae ic + eee 
a ae ‘ 3 : 5 RS Aare ‘one aaa ie nee a “ ee ™ 7 ce Se ce 
es td ay ai 274) 5 3 es. ee a B. et ee a. E — ATC is a! as 


ADVERTISER'S WEEKLY 


Press 


Water 


Wire oe OURS 
Proce Colours 


Iw 
Miting Art Work to be reproduct! 7 
2nd 4 colour printing pf ; 


* PAIRA SPONSORE 


(sponsored by PATRA © and made by WINSOR & NEWTON) 


Winsor & Newton, at the request of PATRA, have 
prepared a range of artists’ colours, known as Press 
Water Colours, to help commercial artists produce 
water colour drawings suitable for reproduction in three 
or four colours without the necessity for considerable 
retouching or fine etching. 
The set consists of Process Yellow, Process Blue (approximating in colour to the BS 1480 process yellow and three- 
colour blue respectively) and Process Red, which is appreciably less blue than the BS 1480 magenta, to suit the 
requirements of artists who prefer the red to tend towards scarlet rather than magenta. The colours are “* commer- 
cially ” light fast. Drawings are executed by the admixture of these three colours only, together with black when 
required, and it has been found as a result of practical trials carried out by PATRA over a period of more than 
two years, that drawings so made form satisfactory originals for colour reproduction. 


PROCESS BLUE PROCESS RE PROCESS YELLOW 
1-0z. (fluid capacity) G Ps mle «2 « cee s o eee. & % Printing, Packaging & Allied 
Trades Research Association, 
PROCESS BLACK 
4-oz. (fluid capacity) Glass Pots ite ak oe 8 . Each Os. 10d 
1-07 o9 ° . . : - Is 4d 


Randalls Rd... Leatherhead, Surrey. 


Prices applicable only in Great Britain and Northern Ireland 


WINSOR & NEWTON LTD, WEALDSTONE, HARROW, MIDDLESEX 
WINSOR & NEWTON INC,, 912 BROADWAY, NEW YORK, lu 


WINSOR & NEWTON(PTY ) LTD. 605 WINGELLO HOUST. SYDNEY,NSW 
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Commercials for television films—3 


RT direction is not the 

most important part of 
making film commercials. The 
script, as developed and inter- 
preted by the director, is the 
most important part. But the 
art director has the job of 
visualising the background ol 
that script. 

I have seen sets so overpower 
ing that they take the altention 
away from the dialogue and other 
parts of the picture. This is not 
what a sponsor wants, So keep 
vour ideas simple. 

In a short scene of, say, 10 
or 15 seconds, a simple blank 


Neal Arden, who has spent 
some time in America producing 
commercial television pro- 
grammes, analyses, in his third 
monthly article, the functions of 
an art director in the production 
of the commercial. 

(The commercial, it was 
emphasised in the first article, is 
the only part of the show which 
really interests the sponsor. It 
does the selling. The rest of the 
show is used only to get viewers 
and can be left to the showmen.) 


background may be best if con 
centrated attention from the 
viewer on an object is wanted. In 
a longer scene the eye might 
wander around so that) more 
background detail may be used. 
But wallpaper should never be so 
arresting that the artist appear 
ing in front of it cannot compete 
with it. That is misdirection of a 
kind much practised by con- 
jurers, but useless to us 

The star of a TV commercial 
iy the product and it must be 
highlighted. 

Let us consider a set where 
there is a table full of normal 
things such as plates, cups and 
saucers. Also on this table is the 
product being sold. How to high- 
light this product, but not so ob 
viously as to make it seem 
incredible? 

There may be a window neat 
from which a stream of sunlight 
enters the room, That stream ol 
sunlight can be assisted to strike 
the product and to miss the other 
things thus highlighting it with 
natural effect In addition § the 
other objects may be pushed 
aside or back away from the 
camera so that they get out otf 
focus slightly This makes one 


object clearer and brighter than 
the rest; that object is your pro- 
duct 

It follows that a commercial 
[V art director must have a 
knowledge of the workings of 
cameras. 

At present there is |ittle idea 
of using colour in) commercial 
IV. All photography is done in 
black and white. trom the art 
director's point of view, however, 
this causes problems of its own 
since what he ts going to ask the 
camera to photograph is already 
in colour naturally 

An example of how Not to set 
out articles before the camera 
would be to place some jewellery 
against dark red velvet or plush 
This, to the eye, looks beautiful. 
But when shot in black and white 
the red velvet turns completely 
black, thus producing a bad 
television effect, especially when 
small objects are used. Also the 
jewellery itself will show up com- 
pletely white, another effect to be 
avoided on television. A com 
petent art director would have 
placed the jewellery on a grey 
background. 

In this type of set the designer 
must concentrate only on those 
details which are essential. Thee 
are a hundred-and-one things 
that could be included—from the 
lace on grandma’s collar, to the 
design of the carpet. The impor- 
tant details, if chosen rightly. will 
speak for those eliminated. No 
two art directors would agree on 
what to keep and what to lose 
It is a matter of personal good 
taste and agreement. The guid- 
ing principle should be logical 
realism. By this | mean that all 
objects used should look natural 
and not out of place. There 
should be no cracks in the walls 
unless the seript calls for cracks. 
Otherwise the viewer will begin 
wondering what they mean and 
his attention will be lost. That, 
again, is misdirection 

An art director can be helpful 
in the matter of costs. If he dis- 
covers that the director intends to 
shoot a character seated in a chair 
in a rich man’s house, it is not 
necessary to have exactly such a 
chair as you would expect to find 
there. To hire one might cost 
£10 or £18. The character pro- 
bably never rises from the chair, 
so that all that will be seen of it 
will be a portion of one arm, The 
actor might just as well sit in a 
cheap chair which can be picked 
up for €1, or borrowed It is 


The art director’s job is to highlight 
the star of the show—THE PRODUCT 


By NEAL ARDEN 


necessary to compromise with the 
script if the budget demands it 
Even if it does not, it is useful for 
an art director to have a reputa- 
tion for saving the producer's 
money provided he can still give 
the desired effects. A great many 
sets on studio floors in America 
are constructed of paper and 
other inexpensive materials. 
Naturally, these would never 
stand any protracted moving 
around. But as they are built for 
only one day’s shooting, thai 
is not a problem which matters 
overmuch, 

Again, as in the case of the 
director, the art director should 
insist On being present at the ori- 
ginal briefing where all details of 
the complete production are to be 
ironed out, settled and responsi- 
bility delegated The savings 
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made possible in the manner I 
have just indicated spring from 
the art director's pre-knowledge 
of what is going to be required; 
he cannot make them unless he 
has this knowledge He should 
also be thoroughly briefed as to 
the type of background used by 
the agency in press advertisements 
so that he may carry this tradition 
forward in television. He cannot, 
after all, be expected to be as 
knowledgable about the details of 
a product as the advertising 
agency personnel 

In the stylised type of setting 
art direction is possibly more im- 
portant than in other types of 
film The script writer and the 
director still have to produce a 
basic idea. It is after they have 
that idea that the art director 
comes into his own 


Factory tour (on film) 
teaches dealers to sell 


NEW film from Hoover 

Ltd. is hardly news; they 
have been using the medium 
too long. Since sales very often 
depend on demonstration of 
the carpet cleaner, with the 
salesman’s patter a secondary 
factor, film has been an excel- 
lent ally. 

But it has never been used to 
hetter advantage for Hoover 
Ltd. than in their latest and most 
ambitious film, All the World 
Over. Its purpose is the familiar 
one of taking the factory to “the 
many dealers — spread - eagled 
around the world 

Factory visiting at its best is a 
leg-weary business, with the 
visitor watching more production 
processes than he or she can 
comfortably digest. This film 
avoids this error by taking five 
specific new features of the latest 
model and concentrating audience 
attention on them from. blue- 
print to flow-line. Further, dealer 
interest is retained by having 
each feature introduced by a 
dealer in his showroom in differ 
ent parts of the globe; a device. 
which demonstrates clearly the 
universal distribution of — the 
firm’s product. 

The 31-minute film has been 
produced by the Film Producers 
Guild in Technicolor. The com 


mentary has been translated into 
12 languages 
* * * 
MPORTANT venue for the 
latest Whitbread film, Through 
len Reigns will be their own 


NEW SPONSORED 
FILMS REVIEWED 
by 
PAUL NUGAT 


public-houses. Seeing the film at 
the Welcome Inn, Eltham, one 
can appreciate the merits of this 
natural tie-up. 

“Through Ten Reigns” cover 
ing the 210 years of the Whit 
bread fortunes, is an ambitious 
picture—a cavalcade of barley 
buying, brewing, and bottling. 
It has plenty of delightful short 
episodes, craft traditions, and 
vintage trade practices sprinkled 
in with the serious — scientific 
aspects of brewing beer to stan 
dard qualities. 

Appropriately enough, the pre 
motional advertising sequences 
towards the end of the $-hour 
production are amongst the most 
impressive The camera has 
assembled a collector's notebook 
of important annual events (at 
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wider coverage 
at lower cost 


through Presburys! 


In 72°% of the cinemas in England, Wales and 
Scotland, cream of the Independent cinemas 
and backbone of the whole industry 15,000,000 
people of every income group can watch your 
sales story unfold by filmlet or solus film (in 
many towns, the ONE cinema, filled to 
capacity with a captive and receptive audience, 
is a ‘Presbury' cinema). Whatever your ad- 
vertising problem may be, in any area large 
or small... 


for WIDER COVERAGE 


- 
a 


; — ies PRESBU RYS 


Member of the Screen Adver- ; - P , 
an aaamanae anh te Complete production and distribution service for all types of advertising 
Association of Specialised films and filmlets (colour or monochrome). Ask for details. +e 


Film Producers. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. Tel. Whitehall 3601 


EXHIBITION & 
DISPLAY 
VEHICLES 


All types of Special Purpose Vehicles 


designed and built. 


BRITISH FILMS LTD 


Head Office 
199 PICCADILLY, LONDON, W.1 


Works: BALHAM S.W.17 
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CINEMA PUBLICITY 


NET ATTENDANCE 
1952 


,500,00 


PLUS 


YOUR PRESENT AND POTENTIAL 
MARKET IS AMONG THESE PATRONS 


CONSULT— 


P.A. CRAMER & CO., LTD 


Theatre, Cinema and General Publicity 
25a, OLD COMPTON STREET, LONDON, W.1!. 
Telephone : GERrard 1404 


* SOLE AGENTS IN THE UNITED KINGDOM 
TO THE RAF. CINEMA CORPORATION 


If she wants something new 


for her home 


for herself through 


s.4 


bought, studied and kept 


ABC net sales 214,926 copies a month; Type area page 8} ins. x 6 ins. 


£204 a page : Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd. 


Great West Road, Brentford, Middlesex. Telephone EALing 6283 


624 
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New sponsored films reviewed — continued 


An apprentice gets instruction: Still from “What Goes Into a Blast 
Furnace.” 


which, of course, Whitbread’'s 
beers are being consumed) as well 
a3 a fairly comprehensive glimpse 
of Whitbread’s many export 
markets. 

Ihe film is an Ace Film Pro- 
duction, pleasantly free from 
extraneous musical accompani- 
ment. Some of the early 
sequences would have benefited 
from the editor's pruning shears. 
But the main messages—Care, 
Efficiency, and Hygiene—come 
clearly through 

¥ * * 

MINHE radio and television trade 

has made scant use of the 
film medium for promotional 
purposes. Now, making partial 
amends. Mullard Ltd. have 
launched out with a good come- 
through-our-factory film entitled 
It's a Good Sign. 

Quite as important as the film 
are the exploitation § arrange- 
ments for the film. It will form 
the main feature of a series of 
meetings up and down the 
country, run in conjunction with 
the trade’s retail associations, the 
Inst'tute of Practical Radio 
Engineers, and other trade organ 
isations. This is sound planning. 
All too often, sponsors have only 
hazy plans for getting benefit out 
of their films. 

The manufacture of radio 
valves and television tubes is a 
fascinating subject, which has 
been well photographed by 
National Screen Services Ltd. 
The commentary carries a wealth 
of information. which is to be 
sifted in a special adaptation of 
the film for schools and technical 
colleges 

* * 
ONTINUING their policy of 
helping forward the training 

of young athletes, the News 
Chronicle has sponsored How To 
Throw The Javelin. The author- 
itative voice of Geoffrey Dyson 
is heard in the commentary, and 
he also appears in his own rights 
as chief national coach. 

Produced by Verity Films Ltd.. 
the film runs for 14 minutes 

* * 

HE efficiency of a _ diese!- 

driven electric generator is 
not rated higher than 37 per cent 
As part of their goodwill service 
to industry, Shell-Mex and BP 
have sponsored The Diesel 
Generator as a Composite Heat 


and Power Unit, a technical (but 
rot too technical) account of how 
efficiency may be raised to 81 
per cent. 

The film proves its arguments 
by concrete examples. First, we 
visit a large country house in 
Kent. Next. we call at a film 
studio. Then, to the restaurant 
and cloakrooms of a big store, a 
tannery, and a weaving mill. 

Produced by Merlin Produc- 
tions Ltd., the film (running time 
35 minutes) is a notable contri- 
bution to fuel economy. 

* * * 


URROUGHS Wellcome & 

Co. have embarked upon 
the production of a cine-maga- 
zine, Judging from the No. 
issue, a I1l6-mm. Kodachrome 
film called Looking Around, 
medical audiences can look for- 
ward to being entertained by 
some of the lighter off-shoots of 
their profession. 

The three items in the issue are 
“Sealed in Resin,” an account of 
the mounting of museum § speci- 
mens in transparent synthetic 
resin; a “Col. Chinstrap” com- 
mentary on the Naked Mole Rat; 
and an animated spotlight on a 
number of “Tabloid” brand 
compressed products, appropri- 
ately entitled “Taballet.” 

Made by the company’s own 
unit, the film runs for nine 
minutes. 

* . * 


HE British Iron & Steel 

Federation, from whom the 
industrv has gained much bene- 
fit in the training and educating 
of employees, has concentrated 
in the visual field on producing 
film strips, booklets and models. 
rather than on film proper. Now 
to complete the cycle of visual 
aid materials. come three films, 
What Goes Into The Blast Fur- 
nace (15 minutes), Making Iron 
(15 minutes), and What Comes 
Out of the Blast Furnace (8 
minutes) 

The concentration and presen- 
tation of the material are first- 
rate and will be welcomed not 
only by instructors of 15-vear-old 
apprentices within the industry, 
but by science teachers generally 

All three films were produced 
by Merton Park Studios in asso- 
ciation with the Film Producers 
Guild 
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NORMAN LAY 


takes control of 


Watson Photographic Studios 


1 HIS CHANGE in our studio management takes 
place at the end of March. We frankly admit that 
it is a change which we did not seek for ourselves, 
but we are delighted that we are able to announce 
that the man who is joining us is Norman Lay. 
His photographic successes with many national 
advertising campaigns together with his wide 
technical knowledge and experience ensure the 
perpetuation of the existing reputation of the 


Gee & Watson Studios. 


GEE & WATSON 


PHOTOGRAPHERS FOR FASHION AND CREATIVE ADVERTISING 
111 SHOE LANE LONDON EC4 CENTRAL 6555 EIGHTEEN LINES 
Studios at 102 Shoe Lane EC4 and 14 Brownlow Street WC] 
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Consumer Population 1,370,709 
2 Hours Flying Time from London 
Daily Sea and Air Communications 
Modern Internal Rood Transport System 
No Customs or Trade Barriers 


* Most Efficient Daily Coverage of the Whole 
Area by the Northern Whig 
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Head Ofhce London Office: 

2 Bridge Street b : 
- 7 ret St., E.C.4. 

mattent. 1c 107 Fleet St, E 
Phone 22884 Phone Central 9179 
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LARGEST NET 


SALE IN NORTHERN IRELAND EVERY MORNING 
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On March 25th, our London Office 
Staff left 21 Bedford Street, London, W.C.2 


MECHANICAL 
WORLD 


to occupy new premises at 


TEXTILE platens 1 
MANUFACTURER 2 } 
50, TEMPLE CHAMBERS. | 
TEMPLE AVENUE. | 
LONDON £.C.4. | 


THE KENNEDY PRESS LTD 
KING STREET WEST, MANCHESTER 3 
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rafalgar Square 
lights t inquiry 


some secluded place or was it 
placed in the busiest spot in 
London so that the people, the 
traders and all the world, could 
see it? 

“I believe the latter,” he said, 
“ti was deliberately placed near 


a neighbourhood of trade and 
industry.” 

And he added: “We can 
remember the deliberate misuse 


of the plinth of Nelson's Column 
for Government advertising.” 

Cyril Henry Burbridge. adver 
tising manager of Bovril Ltd., 
said his company’s sign had been 
on Trafalgar Buildings  con- 
tinually since 1891. They were 
pioneers in the use of illuminated 
advertising signs. During the 60 
years they had received no 
complaint 

Bovril’s counsel, Derek Walker- 
Smith, M.P., submitted: “It is 
aun extraordinary point that 
people so gay and spectacular in 
life as Nelson and George IV 
should become so sombre and 
forbidding when mortified in 
stone.” 

He stressed that the Council's 
action did not soring from any 
complaint from the public. Little 
had been heard of the financial 


considerations, he said, but they 
were considerable There was 
the loss of rateable value, the 
loss of advertising revenue to the 
companies concerned and the 
effect on commerce as a whole 


Result of public 
opinion poll 


A public opinion poll 
ducted last December in Trafal 
gar Square was mentioned by 
Harry Henry, director of Market 
Information Services Ltd His 
company, he said, had inter 
viewed 848 people between the 
hours of 5.30 p.m. and 9 p.m. on 
seven consecutive days. Eighty 
one per cent had felt that removal! 
ct the signs would be a_ bad 
thing, “1 per cent had disagreed 
with the statement that the 
electric advertising signs were out 
of keeping with the character of 
the Square: and 94 per cent had 
agreed with the statement that 
“People like to see bright lights 
when they come to London, and 
these illuminated signs supply 
colour and gaiety to what would 
otherwise be rather drab and 
dull.” 

G. S. Campbell, managing 
director of Franco British Elec- 
trical Co., Ltd. said he was the 
leader of the Outdoor Advertis- 
ing Industry's Advisory Com- 
mittee’s deputation to Westminster 
City Council. He said his com 
pany would be prepared to enter 
into discussions over any modi- 
fications of the Exide battery sign 
which might be considered 
desirable 


con 


G. Scarman, counsel for 
iaieed British, recalled that the 
Inspector had been told that 
lrafalgar Square was a national 


monument and memorial. “The 
trouble with that statement and 
the fallacy of this case is that 


the Square is more than that,” 
he continued. If the Square was 
to become only a “temple to the 
memory of the dead.” the life of 
London was not being enriched 
but impoverished 

Summing up for the West- 
minster City Council, Geoffrey 
Lawrence, Q.C., said that there 
was no evidence to show that 
public opinion was against the 
Council's action. In any case he 
submitted that the question of 
public opinion was irrelevant. 
The Council represented the pub- 
lic in that it was elected by them 


A testimony to 


tradition 
Several appellants, in particu- 
lar Bovril, had spoken of the 
length of time they had been 
represented in the Square. “Of 
course,” he said, “they have been 
there for so many years—many 


things have gone on for a long 
time in our national life, but that 
does not mean to say that they 
are right.” 

“Is the Square to be exploited, 
disfigured and abused by com- 
mercial advertising, or js it to be 
kept as far as possible as a testi- 
mony to the tradition and history 


of this country which it was 
designed to jmmortalise?” he 
asked 

Concluding the inquiry the 
Inspector, A. D. Parham of the 


Ministry of Housing and Local 
Government, announced that he 
was arranging to see the Square 
after dark both with the signs 
iiiuminated and switched off 


Advertisers aid 
craftsmanship 


Addressing students of 
graphy at Northampton _ last 
week, E. A. Fosdike, a senior 
visualiser of Saward. Baker & 


typo- 


Co. Ltd.. stressed that young 
printers should not only aim to 
maintain this country’s excep- 
tionally high printing standards 
but, by their own efforts and 
initiative, endeavour to raise 
those standards constantly 

The main purpose of his 
address was to encourage young 
printers in their chosen career 


and to demonstrate the readiness 
of to-day’s advertisers to stimu- 
late craftsmanshin in printing 
The occasion was the second 
annual prize-giving for the print- 
ing department, Northampton 
School of Art 
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Woman's place is in the shops 
buying 75°, of the goods purchased 
in this country. And a careful job 
they make of it, too. 

It would be nigh impossible to 
the of the 


woman's point of view in matters of 


over-estimate importance 
selling and advertising. Yet how often 
you can find manufacturers who, ulti- 
mately concerned almost entirely 
with feminine consumers, don’t seem 
to have a woman in their organisation 
on the executive level. 

That sort of thing wouldn't do in 
this agency. We would very soon be 
out of touch, 


rm 


PRITCHARD, 


ADVERTISER'S WEEKLY 


News of PRITCHARD, WOOD 


About 
women 


So we have women in many key 


posts here. There 
(One 
survey of fashions and cosmetics in 


the U.S.A, 


women 


are women execu. 


tives, of them did a month’s 


last autumn). There are 


copywriters and specialiat 
writers attached to the 


We 


spacebuyers with a lot of knowledge 


ageney, and 


women visualisers. have women 


about) womens newspaper and 


magazine preferences. 
Behind the scenes we have a panel 
of from 


housewives every 


income 


WOOD & PARTNERS 


Advertising and Public Relations 


SAVILE 


ROW, LONDON WoL REGENT 


.u80 


their views (very definite 


group. who are in to give 
they are, 


too) about our clients’ goods and 
services, 

All these women help us to make 
a success of selling such things as 
Ival Toilet Rolls and Zal Disinfectant, 
Morley's Stockings, Boots 


Preparations 


Number 
Seven Beauty and 
Bibby 's Araby Beauty Soap, Cadbury's 
Chocolate 
Baby Powder, 
and filleted fish, 


Ostermilk. 


and Johnson s 


Halex 


Heals furniture and 


Biscuits 


toothbrushes 


The darlings! Life and advertising 


wouldn't be the same without them. 


LTD. 


(16 LINES) 
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[ il Lewes 


Ill THI [Ml t 


Copy chief it 


10/-a week tospare! 


Odd, isn’t it, that we who spend our lives some months 
ahead of the game so often neglect to plan ahead for 
ourselves. And yet there are so many ways in which a 
small regular saving... even 10/- a week... can help 
one to meet life’s urgent financial needs. For example 

the Canada Life Savings Plan will: 7 


* Guarantee a Life Pension or a Lump 
Sum (or both) at age 55, 60 or 65. 


*® Guarantee an income for your 
family if vou do not live to retire- 
ment age. 


* Provide funds to clear a mortgage in the event 
of vour untimely death. 


“Life's urgent financial needs 


In many other ways, too, clever planning can assist one 
over the rough road of life without need for great sacri- 
fices in the present. Worth investigating, isn’t it ?—and 
so you, Who have devoted so much of your life to inviting 
people to fill in (or out!) a coupon, are in your turn 
invited to do just that thing—-and (in the ap- 
propriate words) to do it today NOW! 


Address... 


(gnadalife 


ASSURANCE COMPANY 
Est. 1847. Incorporated in Canada 
as a Limiced Liability Company 


2 ST. JAMES’S SQ., LONDON, S.W.1 


Occupation. scccnsqensupen 
AW. 


TO HELP YOU OVER THE ROUGH ROAD OF LIFE 
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* A.A. CONFERENCE—continued from page 586 
“Take care you serve 


Britain 


9 says told 


well East Bais 


Alderman E. C. Martin, the 
Mayor of Eastbourne, sends 
this message of welcome to 
delegates who will attend the 
Advertising Association’s Con- 
ference: 

“I consider it a_ great 
honour for Eastbourne to 
have the privilege of welcom- 
ing the Advertising Associa- 
tion Conference in this the 
Coronation Year of our 
gracious Queen. 

“We are all looking for- 
ward to a new and glorious 
Elizabethan era in which our 
present day knowledge of 
science and human under- 
standing will be coupled with 
the bold and venturous spirit 
which made our nation 
famous in the reign of our 
first Queen Elizabeth. 

“I trust these factors will be 
remembered by those of you 
who are coming to Eastbourne, 
for it is with the members of 
the advertising profession that 


the expression of modern 
industry is reflected. 

“Britain has some of the 
finest brains in the scientific 
world and it is up to you to 
exploit their discoveries and 
methods to the fullest advan- 
tage of our nation. Take care 
that you serve Britain well! 

“But ‘all work and no 
piay makes Jack a dull boy, 
and therefore I hope that you 
will join in the several social 
events planned for your en- 
joyment and also find time to 
sample some of the unrivalled 
attractions of what we con- 
sider fully justified in calling 
the healthiest and = most 
beautiful seaside resort in 
these islands.” 


Photo: Valentine, Dundee 


Seaibeuenenitny rendezvous for advertising 


How registrations are going 


The momentum of registration 
of delegates is being maintained 
Figures for Brighton last year 
were a record and speculation 
now is: will Eastbourne beat 
Brighton? Signs are that it may 

Included in the first 360 dele- 
gates to register are: S. C. F 
Allen, A. E. Aylward, A. W 
Burnett, H. W. Craddock, G. J 
Freshwater, Frank Hoppé, Ernest 


Lumsdon, William E. McKeachie, 
C. D. Notley, Ernest Riley, Jesse 
Scott, and Col. G. Warden. 

The conference wil] be held in 
the Winter Garden, Eastbourne 
Conference headquarters are at 
the Grand Hotel. The Corpora- 
tion is placing many facilities at 
the service of delegates, and there 
will te social functions for dele- 
gates and their wives. 
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Claremont 
HOTEL 


GRAND PARADE 
EASTBOURNE 


Tel. 1417 
Garage adjoining 


Centrally situated on the 
sea front only a few minutes 
from the Winter Gardens. 
Electric Lift and all amenit- 
ies. A comfortable hotel 
at a moderate cost. 


Under same family management for over quarter of a century, 


Personal attention of resident proprietors. 


1 2 


TS APRIL 30°- MAY 3” 
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LANSDOWNE HOTEL 


EASTBOURNE 
AA. kkk 


PHONE 3400 
Facing the Seaand Western Lawns, adjacent to the 
Grand Hotel and three minutes from the Winter 
Garden. Ideally situated for delegates to the 
Advertising Association Conference. Inclusive 
rates from 256 to 33)- daily in April and May. 


APPLY: A. W. LEWIS, PROPRIETOR. 


Your Silent Salesmen/ 
TRANSFERS ing 
are 


ry 


that make their 
mark! 


W, 
og 
7 Ww 


KENILWORTH & 
MOSTYN HOTEL 


(LICENSED) 


Sunniest position in 
Eastbourne. One min- 
ute Winter Garden 
Conference Hall. 100 
Bedrooms with H.& C. 
Fine Lounge, Dining 
Room and Billiards 
Room. Excellent Cuis- 
ine and Service. 


EASTBOURNE 


* 


TEL. EASTBOURNE 1387 


Astra’ Transters ave the answer 


@ BRILLIANT 

@ PERMANENT 

@ ECONOMICAL 

@ EASY TO APPLY 

@ Ler US QUOTE YOU 


For specimens, designs and 
quotations, write or phone 


ASSOCIATED TRANSFERS LTD., 43 Avenue Chambers, Southampt 
Telephone ; Holborn 9082, 8141-2 


ASSOCIATED TRANSFERS LTD. 


Window Transfers and Pelmets, Bus-back and Transport 
markings. Brilliantly coloured—eye catching—'‘Astra”’ 
Cellulose Waterside Transfers are doing their job— 
the vital link with your product at point-of-sale. Use 
this practical method to promote bright selling aids 
To make your mark. Transfers are the easy way of 
brand-marking your products Also for industrial 
markings including decoration 


Row, London, W.C.1 
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W. G. KING WINS 
IRISH AWARD 


William G. King, specia! assistant 
to the advertisement manager of 
Independent Newspapers, has this 
week received the premier award in 
Irish advertising the McConnell 
Award of the Advertising-Press 
Club for 1952--for “Services as 
president of the first Irish Advertis 
ing Conference, Cork, May 1952.’ 

“Billy” King’s long career in 
advertising has all been served with 
Independe nt 
Newspapers 
which he 
joined as a 
telephone 
clerk, later 
graduating to 
“Prepaids.” 

His first 
experience as 
an advertise 
ment repre 
sentative Came 
in 1926, and 
after 12 years 
he was ap 
pointed assis 
tant to. the 
advertisement 
manager, 4 position which he held 
until he was made agency contact 
representative in 1946, In November 
of last year he was called back to 
the desk as special assistant to take 
charge of advertisement features. 

He has always taken a close in 
terest in the Club movement in ad- 
vertising and has long been a 
member of the Council of the Pub- 
licity Club of Ireland. He = was 
prominently associated with the 
foundation of the Advertising-Press 
Club and has been its chairman for 


POR ea 


THE SELLING FORCE 


two terms, 1947-48 and 1950-51. The 
intervening years he spent as its 
honorary secretary Last year he 
was a member of the organising 
committee for the Irish Advertising 
Conference in Cork and was elected 
president at its first meeting in May 

Mr. King is married and has on 
daughter. 

The McConnell Award js the gift 
of Charles E. MeConnell to th 
Advertising-Press Club. 


Sporting entente 


Twat Flying Dutchman, Albert 
Mithado, leads a triple life. As 
advertisement representative — for 
scores of Continental papers he flies 
over the Channel in either direction 
many times a year. He also 
frequently broadcasts for the B.B.C 
to Radio Hilversum. He ts the 
creater and inspirer of the = All- 
Nations Sports and Cultural Asso 
ciation to which | referred a couph 
of years ago and which has now 
earned honourable mention in’ Bill 
McGowran’s Diary in the Evening 
News, 

Under the Association's auspices, 
Ww English towns are now inter 
changing sports fixtures with adop 
ted Continental countries. Football, 
athletics, boxing, and rowing, are 
among the sports represented | 
can think of few better ways of 
furthering international friendship 


il 


IN KENT 


LONDON: 
80 FLEET STREET 


HEAD OFFICE: 
MAIDSTONE 


640 


A gimmick 

in wire 
NERVOL SLY straightening my 
tic, and glancing down apprehen 
sively al my trouser creases, 
nicred Tailor & Cutter House 
the other day to say “hullo” to the 
new male-fashion annual, Man 
fhbout Town, and to drink the 
cocktail of the same name oblig- 
ingly thought up by Gino of Ciro’s 
(brandy, Dubonnet, French ver- 
mouth and lemon juice, the bar- 
tender confided to me). 

John Taylor, immaculate in nar- 
row-cut check trousers, gay waist- 
coat, ete., claimed that the magazine 
broke new ground in this country, 
and that they had led with thei 
chin-—“chins” he amended cheer- 
fully, amid laughs (he is a man of 
generous contours). He also pro- 
duced a wire model of the stylised 
top-hatted figure on the cover and 
“hoped nobody would crush it!” 

Equally immaculate Keith Fraser 
(director and general manager), the 
magazine’s advertisement manager, 
looked pleased—as well he might 
having disposed of a great many 
pages at £50 per page to many 
high-class advertisers! Next year 
he tells me, the format may hi 
bigger, and thereafter the magazine 
may be published more frequently 
than annually; but the ratio of 
advertising content will not be 
increased, By this time, fortified 
by a glass or two of champagne 
and a couple of Man About Towns, 
1 had ceased to care whether my 
tic was straight or not! 


* * * 


Miy belief that the vast majority 
of people use words without having 
a precise idea of what they mean 
receives support from the story, in 
Newsweek, of a shirt advertisement 
containing the phrase “ineflably 
male.” A trade paper man whose 
duty it was to keep on eye on ads 
discovered that neither he nor any 
of his colleagues knew the meaning 
of “ineflably.”” More alarmingly, 
neither did anyone at Hewitt, Ogilvy, 
Benson & Mather, the agency 
responsible for the advertisement. 
David Ogilvy himself, the man who 
wrote it, thought (wrongly) that it 
meant “supremely” and (rightly) 
that “it’s a dreadful phrase and | 
wish I hadn't used it.” 

A Negro preacher once said 
“Bredren and sistren, | will now 
explain de unexplainable and un- 
screw de unscrutable.” I do not 
propose to unscrew the meaning of 
“ineffable” for anybody who is too 
lazy to find out for himself, 

* * * 

Flood relief may now be out of 
the news, but the work goes on 
One of many devoted workers is 
Elsa Dunbar (wife of George 
Dunbar, financial controller — of 
Cc. & FE. Layton Ltd.) As head of 
the public relations department and 
of the Empire and Foreign depart- 
ment of the W.V.S., Mrs. Dunbar 
is one of a number of devoted 
workers who are going to be kept 
very busy for a long time to come. 

Many were the W.V.S. stalwarts 
who rallicd in answer to the flood 
crisis One such lady was Mrs. 
Glanville Benn, wife of the pub- 
lisher, who was one of the first 
members 
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THE PLANE WAS 
A WRITE-OFF 


Norman Lay, who becomes 
director of Gee & Watson's photo- 
graphic studios at the end of this 
month, is not just a shutter-happy 
photographer. His photographic 
ability, which he acquired under 
people like Shaw Wildman, Zoltan 
Glass, John French, and which has 
occupied him as an independent 
photographer for the last year or 
so, is only one of the qualities which 
combine to make an interesting 
personality. 

He is one of the war service pilots 
who managed to escape the hazards 
of instructing 
pupil pilots in 
Ferry Com- 
mand. On 
one occasion 
a plane was 
a “write-off” 
when a pupil 
thoughtless | y 
turned off the 
petrol. In his 
spare time he 
designs and 
makes con- 
temporary 
furniture. 

r. Lay 
takes over 
from Walter 
Hiller who has managed the Gee 
& Watson studios for the last two 
years. Mr. Hiller is leaving with 
Marojrie Swatton to start their own 
photographic business. 


* * * 
A RTESTIC and scientific inclina- 


tions seem to be balanced pretty 
evenly in the person of J. L. Wain- 
ford, assistant advertising and pub- 
licity manager of the Brockhouse 
Oorganisauion (the engineering and 
heating appliance people), who has 
just become an associate member 
of the Incorporated Advertising 
Managers’ Association. He has 
worked as an apprentice artist in 
a commercial, fashion art and 
photographic studio, and also for 
five years in engineering on the shop 
floor. Before joining Brockhouse 
at the end of 1951 he was produc- 
tion manager of McConnell’s Adver- 
tising Service in London. 


* * * 


L ATEST Odhams’ man to break 
forth as a novelist is Bernard Ash, 
on the publicity side of People. His 
first novel Silence For His Worship 
(shortly to be published by Staples 
Press at 12s. 6d.), is the Daily Sketch 
Book Find for April. The novel 
puls to good use the knowledge 
Mr. Ash acquired in the sporadic 
study of Victorian London. 


Contact 


WEEKS WISECRACK 


“I must say your plan for a 
three-pronged sales drive 
is devilish smart, old 
man,” 
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Buy on 
this rising market 


AVERAGE NET SALE (A.B.C) 
JULY-DEC 1951 


AVERAGE NET SALE (A.B.C) 
JAN-JUNE 1952 


AVERAGE NET SALE (A.B.C) 
JULY-DEC 1952 


a 2 () 0. 0 0 0 


This is the best space bargain in the business while the rate 


remains £100 per page and pro rata 


75°, OF READERS ARE WOMEN, SIX READERS PER COPY 


PHOTOPLAY 


The intimate film monthly selling at  1/5d. 


A. H. MciISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 810 TEMPLE AVENUE EC4 + CENTRAL 3514 
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ADVERTISER'S WEEKLY 
‘Guardian’s’ 
post-war 
ad. record 


Ihe Manchester Guardian carrics 
a record post-war volume of adver- 


tising to-day (Thursday) and to- 
morrow Iwo special issues are 
being published to mark Man- 


chester’s centenary as a cily. 

Both issues also break post-war 
records in relation to size. To-day’s 
issue has 20 pages, to-morrow’s, 24. 

Articles and pictures dealing with 
the growth and development of the 
City are being featured. Both issues 
sell at the normal price of 3d. 

* * * 


To mark the opening of the flat 
racing season, the Daily Sketch 
published a four-page racing review 
on Monday printed on green 
tinted paper. No decision has been 
taken yet as to whether coloured 
paper will be used for other special 
events. 

Also on Monday the Daily Sketch 
had another whole page devoted to 
exhibitors at the Daily Mail Ideal 
Home Exhibition. This time Bernard 
Braden and Barbara Kelly were 
featured visiting the stands of six 
advertisers, On Friday there will 
be a further whole page featuring 
Arthur Askey 

¥ * # 

Heralded by a week's campaign 
in London daily and evening papers, 
leading provincials, and newsagents’ 
journals, is the new Tailor & Cutter 
publication, Man About Town, a 
ts. 6d. annual. The articles on 
food and wine, clothes for town, 
country, and sport, and accessories 
are lavishly illustrated with photo- 


The 


graphs and drawings, many in 
colour. Of the 180 pages more than 
half contain advertisements from 
high class stores, retailers, and 
manufacturers 

(See Mainly Personal, page 630) 

# $ # 

On Monday the Financial Times 
will publish a special 16-page 
survey of the Cement and Concrete 
Industry. 

* ” * 

Coronation issue of the Sunday 
Chronicle Golf and Cricket Annual, 
1953, appears on April 1. Now in 
its S6th year of publication it con- 
tains 224 pages of records and 
fixtures all over the country. Price 
remains at Is, 6d 


Record issue for 
‘Modern Woman’ 


April issue of Modern Woman 
has 116 pages and contains 60 
pages of advertising. These figures 
are both post-war records for the 
magazine. Average net sale for 
June-December 1952 was 223,216, 
an increase of over 25,000 copies 
during the period. 

* * * 

Stuart Mander announces pro- 
duction changes on The Smalttholder 
which will enable larger issues to 
be produced. First of these will 
be the special Spring gardening 
number which, at 52 pages, is the 
largest issue of The Smallholder 
since 1939. This number will have 
29) pages of advertisements, a post- 
war record. The improved produc- 
tion facilities will now enable many 


of it is... 


--- F. & C. can print it for you 


no fuss, no 


bother — just 


good work delivered to time 


Enquiries, including Trade enquiries 


as always, are cordially invited. 


FOSH & CROSS LTD 


Letterpress and Offset Litho Printers, 
Process Engravers, Mounters and Binders 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) 


Telegrams ‘Printrade' Londo:. 


more advertisers to be accom- 
modated. The Smallholder's circu- 
lation during the last six months 
of 1952 averaged 213,220 weekly. 
The price remains at 3d 

* * * 


The Easter planting number of 
Amateur Gardening carricd 38 paves 
of advertisements. 


* * * 

The second National Display 
Exhibition and Convention spon- 
sored by Display, Design & Presen- 
tation, will be held in London in 
Septernber 1954 

¥ % ¥ 

April issue of the Reader's Digest 
marks the third anniversary of the 
introduction of advertisements into 
the British edition. In April 1950 
ut carried 17 pages of advertise- 
ments. Now there are 58, with 14 
in full colour and others in two and 
three colours. 


C. E. Wallis, chairman and manag- 


ing director, Associated Tliffe Press, 
speaking at the dinner. 


The ‘Motor Cycle’ 
jubilee dinner 


Ihifle’s celebrated the golden 
jubilee of The Motor Cycle las: 
week by giving a dinner at the 


Dorchester to leading figures in the 
motor-cycle industry including ad 
verusing, sales and publicity man- 
agers. Guests were presented with 
a hthographed copy of the first issuc 
of Motor Cycle dated March 31, 
1903. 

Last week's issue of the Motor 
Cycle was a jubilee number of 116 
pages, plus cover. t included a 
review of motor-cycling over the 
last SO years. Many of the adver- 
users, too, followed the theme of 
“SO years, sull going strong.” 

* * * 


1,550 personalities in the aircraft 


industry are listed in The Aero- 
plane Directory 1953.) Other in- 
formation includes = details of 


flying and gliding clubs, also names 
of commercial licence holders 


* * * 


A 38-page supplement on the 
British Industries Fair was included 
in last week's issue of the Board 
of Trade Journal. The issue had a 
glossy cov illustrating the first 


Charter granted to the Worshipful 
Company of Blacksmiths by Queen 
Elizabeth | on April 20, 1571, as 
an early example of Royal patron- 
age of industry, 
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PROVINCIAL PRESS 
Commission up 


fo 


to 15°. 

As from April | the Manchester 
City News serics will pay increased 
commission-——-I5 per cent to recog 
nised advertising agencies, subject 
to payment within 30 days of the 
date of invoic Credit beyond this 
period will be subject to a commis- 
sion rate of 10 per cent. 

* * * 

To publicise the fact that they 
furnished a “People’s House” at 
the Daily Mail Ideal Home Exhibi- 
tion, T. C. Dunning & Sons Ltd.. 
Maidstone, had a whole page in 
the South Eastern Gazette, March 
17. By means of handouts, Dunn- 
ings have so far secured nearly 
100 column inches of editorial 
publicity, excluding trade press 
coverage secured, mainly, by hand- 
outs from the Council of Industrial 
Design. 


* * 


The Evening Express, Liverpool, 
is running a scries Of monthly civic 
supplements with the full co-opera- 
tion of the Corporation of Liver- 
pool. These supplements aim at 
making the readers aware of the 
ramifications of local government 
and the many ways in which it 
affects their lives. Last week's sup- 
plement, the third, dealt with “Home 
Building—a £51 million enterprise.” 
Advertising support is good, 

« % % 


Ihe Northumberland Gazette 
published with its issue of Friday 
last its annual Survey of Farming 
and Agriculture. This ran to 28 
folio pages and included a wide 
selection of specialised articles. 
Sir Thomas Dugdale, Minister of 
Agriculture, contributed the fore- 
word. A new venture was a review 
feature dealing with farming and 
agricultural books and this) was 
supported by publishers’ adver- 
tisements. 


Aldridge Press Ltd. are London 
ageats for Ulster Draper and Out- 
fitter, a monthly magazine (84 in. 
x 6 in.) produced by Ulster Publica- 
tions Lid. at a yearly subscription 
rate of 10s. 6d. More than 8,000 
copies of the first issue have been 
sent to wholesale and retail drapers, 
outfitters, and linen manufacturers 


Future issues will have a 10,000 
print order. Page rate: £31 10s. 
* * * 


The Kerryman (Tralee) was 
stated at a meeting of the Adver- 
tising-Press Club, in) Dublin, to 
be the only Irish newspaper to issue 
a circulation breakdown. A.B.C. 
figure for July-December, 1952, 
was 24,238. 


SCOTLAND 


Town Crier Publications, Dundee. 
are publishing The Scottish Young 
Farmer, official organ of the Scot- 
tish Association of Young Farmers’ 
Clubs Advertising response is 
described as good and copies are 
sent direct to 180 farmers’ clubs 
throughout = Scotland. Now a 
quarterly, it becomes a bi-monthly 
Shortly. Also issued by Town Crier 
Publicauons is The Scottish Com- 
mercial Traveller, official! magazine 
of the Scottish Commercial Travel- 
lers’ Association. 

* ” * 


The Weekly Scotsman carries @ 
two-page “Come to Ulster” appeal. 
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Clothing industry should 


advertise more 


jIGURES to prove his contention that the clothing industry is 

not spending nearly enough money on advertising were 

quoted by Derek Roe, joint managing director of F. John Roe 
Ltd., addressing the Clothing Institute in Manchester. 


Out of £14 million spent on 
advertising during October, 
November and December of last 
year, only £1 million had been 
spent by the clothing industry, he 
said 

Vast opportunities were being 
lost by the hatting industry. A 
collective advertising campaign 
represented a sign of weakness. 
In his view it suggested cold feet 
in an industry if they had lost 
their competitive individuality by 
getting together. 

Overalls represented “a com- 
pletely undeveloped field” so far 
as advertising was concerned. 
Manufacturers of overalls only 
spent £5,000 on advertising dur- 
ing the final three months of 
1952, £1,000 of it by one adver- 
tiser. It was pathetic, said Mr. 
Roe. During the same three 
months only £3,000 had been 
spent on advertising sports wear. 
There was a market anybody 
could clean up. 

Shirt makers had spent £32,000 
and rainwear manufacturers 
£40,000. Multiple clothiers had 
spent £75,000, out of which sum 
Hepworth’s had been responsible 
for £25,000. 

The retail trade was becoming 
extremely knowledgeable regard- 
ing the use of advertising media 
and more and more aware of the 
papers which brought results. 
Women were going into shops 
carrying cuttings of advertise- 
ments, to make quite sure that 
they got what was wanted. 

Both trade oress advertising 
and direct mail should be carried 
out from the selling vooint of 
view. They should be designed 
to get replies from the trade and 
definite orders. Within a few 
days of announcing an advertis- 
ing camoaign in the trade press 
one manufacturer had received 
an order for 2,000 boxes of 
handkerchiefs. 

It was more necessary now to 
advertise in the trade press than 
it had been during recent years. 
Manufacturers used this media so 
as to receive orders before the ex- 
pensive part of their advertising 
campaign commenced Their 
products were in the shops by 
the time their first national ad- 
vertisements appeared. 


Works magazine 
editors’ conference 


Production techniques, editorial] 
policy and methods employed in 
other countries were discussed at 
a week-end conference for works 
magazine editors organised at 
Llandudno by the Industria] Wel- 
fare Society. A report will appear 
in next week's ADVERTISER'S 
WEEKLY. 


Irish Govt. spends 


£42,000 on ads. 


in six months 


Questions from both Govern 
ment and Opposition members on 
Government expenditure on ad- 
vertising were answered by the 
Irish Minister for Finance (Mr. 
Sean McEntee) in the Dail. 

He said that the amounts paid 
by all Departments of State for 
advertisements appearing from 
April 1, 1952, to January 31, 
1953, were £19,925 to the daily 
press and £21,925 to the provin- 
cial press. 

In 1952 the following sums for 
advertising were paid to daily 
newspapers: Irish Press Ltd., 
£8,757; Independent Newspapers 
Ltd.. £8.930; Irish Times Ltd., 
£5,938: Cork Examiner £4,590. 


More for Toronto 


In addition to those British 
publishers, listed last week, who 
plan to exhibit their technical, 
trade, and specialised journals at 
the forthcoming — International 
Trade Fair at Toronto, Morgan 
Bros. (Publishers) Ltd. will show 
five journals. Machinery Pub- 
lishing Co. plan to show two; 
and Machinery Lloyd will exhibit 
both its overseas edition and its 
special edition to Canada 


Newspapers and | 


sponsored TV 


An assurance that sponsored 
television licences will “not be 
restricted merely to newspaper 


proprietors” was part of a lively 
exchange in the House of Com- 
mons last week 

It was given by Mr. L. D 
Gammans, Assistant Postmaster 
General in reply to Mr. Herbert 
Morrison, who had _— asked 
whether it was the policy of the 
Government, in introducing 
“these capitalist interests’ into 
television, to extend the already 
considerable power of news 
paper proprietors into the field 
of television? 

No decision yet 

Previously Mr. Gammans had 
been asked how he reconciled the 
statement in the White Paper that 
political broadcasting would not 
be permitted, with his statement 


that licences were being con- 
sidered for newspapers of all 
political opinions. How could 


any programme financed by Lord 
Beaverbrook or Mr. Pollitt be 
non-political? 


Mr. Gammans replied: “A 
newspaper does not necessarily 
centain only politics. If it did, 


people would not buy it.” No 
decision had yet been made as to 
who should be given licences, he 
added. 

Accused by Ness Edwards of 
special pleading for commercial 
television, Mr. Gammans replied 
“Of course, it is special pleading 


for commercial television; this 
Government happens to believe in 
it.” 


The Television Advisory Com- 
mittee hoped to draft its report 
on the allocation of wavelengths 
for commercial television in the 
very near future, he said 


Oughton praises poster sites 


Improvements in the condition 
of poster hoardings and sites have 
done much for the good name 
of advertising. 

Hubert A. Oughton, president, 
Institute of Incorporated Prac- 
titioners in Advertising, paid this 
tribute to the poster industry on 


Monday, when opening _ the 
exhibition of more than 150 of 
the best entries in the recent 


International Poster Competition. 

After congratulating the British 
and London Poster Advertising 
Associations on having organised 
the competition, Mr. Oughton 
went on to discuss other advan 
ces made by the poster interests. 

“Hardly ever do we now sce 
a dilapidated hoarding or torn, 
dirty poster,” he said. “The way 
in which the poster interests 
have responded to public senti- 
ment and co-operated with the 
Town and Country people in 
providing proper backgrounds and 
amenities for their sites js one 
of the most encouraging trends 
of this age.” 

Mr. Oughton’s tribute, which 
was heard by leading agency 
and poster men, was acknowl- 


edged by A. E 
dent, B.P.A.A 

The exhibition will continue at 
the LIL.P.A. headquarters in Bel 
grave Square until the end of this 
month. A somewhat larger ver 
sion will be seen at the Advertis 
ing Association conference at 
Eastbourne and the BP.AA 
conference at Torquay It is 
hoped to show jit also in other 
big provincial centres 


Aylward, presi- 


Revenue from ads. 
on buses, trams 


Blackpoo] is considering allow 
ing advertising on its buses, 
trams and passenger shelters 

The transport committee there 
has stated that the estimated 
revenue in other towns and cities 
is: Manchester, £53,153, Birm- 
ingham, £47,000; Nottingham 
£19,039, Newcastle, £14,292, 
Bolton, £12,038; Coventry 
£14,000: Liverpool, £31411 

Among the offers 
has received are 
£3,150 for trams, 
buses, and £740 


quotations of 
£4,500 
for 


for 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


OM TO AMY MATERIAL 

OURS OR YOURS AS DESIRED 
LOWE OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN 


ASI FOR OUR CORONATION WINDOW PEUMELE 1 EACH 


No Local Campaign Is 
Complete Without The 


BOLTON 
STANDARD 


—the town's brightest weekly, and 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- per s.c.i. Thursday 2d. 


Don't overlook the claims of the 
BOLTON STANDARD 


Victoria St., Bolton. Tel. 4742/3 
US High Holborn, W.C.1. Chancery 8752/3 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExsTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTO, 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


“SYSTEM” Desk Diaries 


A selection of Daily Desk 
Diaries which will serve you 
faithfully every working day 
of the year. They show you 
instantly all appointments, 
record items for future atten- 
tion, remind you of jobs to be 
done and matters to be 
attended to. 


Write for leaflet to: 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 


Blackpool | 


shelters. | 


G. F. KRUSE 
LTD. 


eroe mC tOm Ome! 


__37 SPRING STREET W.2. 
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SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
industry of the brilliant range of 
new designs made available for 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


YOVERING a new world 
(ae of the § sctence 
and chemical treatment in 
the production and usage of | 
FIBRES, Natural and Syn- 
thetic, giving each month a 
review of the latest technical 
developments all over the 
world in materials, machinery, 
research, chemical applica- 
tions, methods of laboratory, 
factory and mill practice. 


FIBRES 


NATURAL AND SYNTHETIC 
ts another publication of the 


LEONARD HILL 
TECHNICAL GROUP 


MANUPACTURING CHEMIST 
FioRes (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS ATOMICS 
POOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden Street, London, N.W.1 
Specimen copies on request 


Current Advertising 
‘Radio Times’ tie-up for record — {14,0 tu 


| £1,000 Rinso 


Radiac scheme 


McIntyre, Hogg, Marsh & Co., 
Ltd., are launching a record pub- 
licity scheme for their Radiac shirts 
with a three-months’ summer adver- 
tising campaign breaking in the 
Radio Times and provincial news- 
papers on April A 

Radiac stockists throughout Great 
Britain have been informed of the 
campaign through a copy of the 
Radiac Times—an imitation edition 
of the Radio Times. Wt contains 
details about the new “Singing 


Man” and the theme “On with the 


RADIAC TIMES 


The front cover of the “Radia 
Times.” 


Radiac,”” which will be featured in 
the new advertisements. 

During Easter a letter from Ralph 
Judson, head of the advertisement 
department, B.B.C. Publications, 
telling the circulation story of the 
Radio Times and the “use of this 
media as an aid to selling,”’ will be 
sent to retailers. 

Consumer advertisemenis will in- 
vite the public to write in for a 
new booklet—a_ pocket-sized con- 
sumer edition of the Radiac Times 

giving details of current Radiac 
goods available. 

Radiac advertising was taken over 
by S. T. Garland Advertising 
Service Ltd. on January |. 


Swallow ads. get 


a fresh angle 


Swallow Raincoats Ltd. believe 
they have found a new angle for 
rainwear advertising for — their 
spring promotion drive which opens 
to-day (Thursday) with a 13-in. 
across five column space in the 
Daily Express. 

In the past, states their advertising 
manager, G. H. Parkes, many out- 
fitters have complained that by 
covering the name of a raincoat 
advertisement they could hardly tell 
one brand from another. 

The new Swallow advertising 
includes a close up of a model to 
give the advertisement “more human 
appeal photographically.” 

In addition to the Daily Express 
advertisement, other large spaces will 

taken in the Daily Mail and 

half-pages in Picture Post and 
Illustrated. 

Swallow advertising is handled by 


| Mundy, Gilbert and Troman, of 


Birmingham. 
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Major corsetry 
account moving 


The Gossard corsetry account 
is moving to Arthur S. Dixon 
Gossard are 
probably the largest corset ad- 


Heavy publicity broke on Tuesday 


slogan i 
prize of £1,000. The Metal Box Co., Ltd. are 
Ihe opening shot in the campaign 


Express, a 15 in, x five column space 
in the Daily Mail, and a full page 
in the Daily Sketch. 

The campaign is 
Lintas Ltd. rates 


Individual 
introduced for Bibby Pale, Bibby 
Green and Bibby Carbolic soaps. The ads. show a set of forms 
Double page spread ads in the trade 
press were placed by F. C. Pritchard, torn in half. 
Wood & Partners Ltd. this weck. 


vertisers in the country. Last 
year they spent £31,864 on press 
advertising. Campaign details 
are being prepared. 


competition Big ads. follow 


tinplate freeing 


announce a Coronation Rinso 
competition with a first 


running one of their largest post- 
Daily war campaigns to announce the 
removal of restrictions and the free 
supply of tinplate for packaging 
and containers. 
Eleven inch triple column ads. 
being placed in The Times, 
Financial Times, Daily Telegraph, 
Manchester Guardian, Evening 
Standard and The Observer. A full 

being page has also been taken in The 
Economist. 


a half-page in the 


handled by 


Bibby wrappers 


wrappers are 


relating to the restrictions being 
Agents: Arthur S 


Dixon. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Gossard Ltd., to Arthur S. Dixon Ltd. (as from July 1). 

William R. Warner & Co., Ltd., makers of Veganin, Agarol, 
Diatrin, Anusol and other ethical products, for Armstrong- 
Warden Ltd. 


NEW ACCOUNTS: 


Martin & Wood Ltd., gown manufacturers, and Knights Ltd., 
men’s wear specialists, for Gee Advertising Ltd. (Leicester); Pat 
Grainer Ltd., lingerie retailers (Birmingham press), Ardem Wear 
Clothing Company (national press) and the Philip B. Waldron 
Co., makers of Dronwal horticultural hand syringes and 
sprayers (gardening and farming press), for White Advertising 
(Birmingham); Milton Ernest Mail Order Store (national mail 
order campaign), for Commercial Advertising Service Ltd.; 
Nu-Enamel paints (women’s magazines and provincial news- 
papers), for the Winter Thomas Co., Ltd.: Harrison & Jones 
Ltd., curled hair, bedding and quilt manufacturers, for S. C. 
Peacock Ltd. (Liverpool); Constantines Ltd., umbrella manu- 
facturers, and Ellis (Leeds) Ltd.. for Gee Advertising Ltd. 
(Leicester) 

Boulogne Harbour (national Sunday newspapers, motoring 
press, and posters in London and provinces) for Havas Ltd. 


NEW CAMPAIGNS: 

Tokalon beauty products (Clifford Bloxham & Partners Ltd), 
national newspapers and magazines; Dunlop industrial V-belt- 
ing (Charles F. Higham Ltd), iron and steel, mining and 
industrial press: Bibby soaps (Pritchard Wood & Partners 
Ltd.), trade press; Metal Box Company, Ltd. (Arthur S. Dixon 
Ltd.), national dailies, Evening Standard, The Observer, and 
The Economist; Moccasin shoes (Saward, Baker & Co., Ltd.). 
national dailies, women’s magazines and trade press; Puritan 
soap (Lintas Ltd.), large spaces in national dailies and maga- 
zines; Flexello castors (Dudley Turner & Vincent Ltd.) monthly 
home magazines and trade press; Zenith Carburetter Co., Ltd. 
(G. Street & Co., Ltd.), national and motoring press; Swallow 
raincoats (Mundy, Gilbert & Troman (Birmingham) ), large 
spaces in Daily Express, Daily Mail, Picture Post, and 
Illustrated; Radiac shirts (S. T. Garland Advertising Service 
Ltd.), Radio Times and provincial newspapers; Snowcem Water- 
proof Cement paint (John Haddon & Co., Ltd.), colour and 
black and white spaces in architectural, farming and other trade 
and technical publications; Rinso (Lintas Ltd.), large spaces in 
national newspapers: Pyramid aluminium ware (Ripley, Preston 
& Co., Ltd.), national and provincial press and women’s 
magazines, 


OVERSEAS CAMPAIGN: 
Highland Queen whisky (T. B. Browne Ltd.), in Canada. 


France, British West Africa, Jamaica, Barbados, Trinidad and 
certain South American countries 
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Coventry City Council’s draft 
bye-laws stipulate that “no person 
shall for the purpose of advertising 
throw about or deposit in any street 
or public place any bill, placard or 
other paper.” 

i * * 

Wiggins, Teape & Co. have sent 
primroses again to customers and 
friends with a note: “You wont 
get a Coronation every yer, but 
us “opes you'll get zum primroses 
vrom us vor a vew yers yet.” 

* * * 

O'’Sheas Lid. have been appointed 
press representatives to the Shoe 
and Leather Fair to be held at 
Olympia from October 5 to 9. 

+ * * 

Over one million people have 
visited the Daily Mail Ideal Home 
Exhibition which closes on Satur- 
day. 

* * 

To correct an impression § that 
North Norfolk coast resorts hit by 
the February floods are unfit for 
visitors, a mobile publicity bureau 
is touring six Midland cities this 
week, 

* . * 

H. P. Juda, publisher and editor 
of The Ambassador, addressed 
Coventry Textile Society on “A 
New Sales Attitude for Overseas 
Markets.” 

* * * 

Llandudno reports “one of the 
best years ever” for bookings for 
national conferences. 


The leek t goes to Paris 


This is Welsh Weck in Paris, and 
travel agencies feature special win- 
dow displays with material supplied 
by the Welsh Tourist Board. 

* * * 

The stand of F. Hills & Sons, 
Ltd., joinery and plywood manufac- 
turers, of Stockton-on-Tees, at the 
recent Building Trades Fair in 
Birmingham was designed by P. 
Bell, their publicity manager. 

* * * 

Twelve successive victories have 
been scored by W. S. Crawford 
Ltd. darts team, their latest victims 
to’ a team from G. S. Royds 
Ad. 


* * n 
All advertisement space, includ- 
ing colour positions, has been taken 
in the souvenir programme for the 
Coronation Fleet Review at Spit- 
head, to be published by Gale & 
Polden Ltd. 


Display window bombed 


M'‘Gavigan's Ltd., of Glasgow, 
silk screen and display house, had 
its windows blown in last Sunday 
at 3 a.m., following a warning of 
bombing if the firm continued to 
show its E.ILR. display material. 

* * * 

Early electric light bulbs are on 
show at the second Electrical 
Engineers Exhibition, organised by 
the Association of Supervising 
Electrical Engineers, at Earls Court. 
Thirty-two of them are insured for 
more than £2,000, 

- * * 

Olley Air Service Ltd., Croydon 
Airport, Surrey, will operate an air 
link between the London = and 
Birmingham sections of the British 
Industries Fair, to be held from 
April 27 to May 8. 
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@ continued from page 590 


More News 
About People 


Roy R. Bignell, advertising man- A 
ager of Trufood Ltd., married thy 
Irene Webb of Lintas Ltd. on ' 
Saturday at Hornchurch, Essex. 

* * * 
D. N. Rush, advertising manager 


. ra m 
of Industrial Truck Developments L V1 
Ltd., has just been elected to full é ¢ . 


membership of the 1.A.M.A. 


nee he Seaton NUMBER 
A daughter has been born to the AVAL. , 
wife of Richard A. Harvey, print 


manager, Nevin D. Hirst (Adver- APRIL 16th, 1953 
tising) Ltd., of Leeds and London. 
* * * 

ae > Mills Ry ae Advertiser’s Weekly 40th Anniversary Number will 
appointed editor to the monthly . 
house magazine of William Press survey all aspects of advertising ; its past achievements 
& Son, Lid., civil engineers. ‘ 
Previously he was publicity execu- and its future promise. Pan 


tive with Alexander Duckham & 
Co., Ltd., lubrication technologists. 


Aw 
* * 7 Wo NE po!" 
New captain of Brynhill (Barry) F ae’ us ont 
Golf Club is R. C. Webber of the ' wt ‘ or ay ’ 
Western Mail and Echo, Cardiff. . . g gears 
Until he retired last year he was at® pare) Th aia ae 
for 13 years its secretary. Among ¥ wa Kee | 
those who congratulated him was ay , . We \ yt in 
his elder brother Sir Robert Webber, J wal yd Vd 
managing director of the Western > ‘ cy wm sot! 
Mail and Echo, and president of ; ‘ 7” ; . var?” 
the Brynhill Club. oa ' i Ae oe 
4 * “7 ' \4 ' 
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David James Woodroff, of Doig ’ ee iad \ ' . 
Advertising Lid., Newcastle upon ; oer ‘ ‘ 
Tyne, was married last Saturday in waar x0 eR P ” \ ’ 
Newcastle to Miss Maureen Blake. d ‘ ad Ly ed ’ 
* * * on . Wath ye aw 5 
4 vat \* “* sa" oe 
Douglas Pyecroft, G.E.C. pub- gs A eat “aye A <a # - { 
licity executive, was presented by an ahve od ore nt) 
hi, wife, Mary, with a son, Roger, w \ “ . ace 1 , 
last week. , ite . wa  ) 
* * * oe urate ea 
\ ‘ : 
W. R. Littlejohn has been ap- A al , oy ote ag 
pointed editor of the Perfumery & a ‘ ‘ « ¥ cn are wo" ! 
Essential Oil Record. “i ‘ et ; wi well 
{a ., > ft ‘ iis 
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G. R. Rogers ‘ . ae a 
London representative of the ‘ 
South Wales Argus for over 30 . ean 
years, G. R. Rogers diced on Satur- 
day, aged 64. And with his death a 
third generation of his family is ' 
taking over the London representa- ; = 
tion of the paper. - 
Mr. Rogers’ father, W. H. Rogers, 
was appointed to represent the The Anniversary Number will be an outstanding editorial 
South Wales Argus in London , - ” 
when it was founded in 1892. Join- contribution; it offers a “plus” attention value for your 
ing the office in 1903 he himself was sales message. Remember, too, that 7 out of 10 copies are 
officially appointed London rep. sold to buyers of space, services and materials. 
in 1919. And now his own son, ° and lead 
G. H. Rogers, who has been assist- 8,268 weekly net sales (A.B.C.) are highest yet the 
ing him for several years, has been field. 
— =. oe seaaeeer. aaeis Published on April 16th, the press date for copy and blocks 
represented several other Newspapers is April 7th—less than a fortnight from now. There is no 
in London. Among them were the time to lose. Usual rates apply. Send your space order 
Exeter Express and Echo, the Tor- TO-DAY 
bay Herald, the Western Times, the 7 


Peterborough Advertiser and Citizen 
the Kettering Evening Telegraph 


= ‘ . 
and the Kettering Leader series. ver 4 ser x 
Sir Thomas Hunter 
Sir Thomas Hunter, former M.P., ’ 

Lord Provost of Perth and news- 

paper owner, has died at the age of 

RO. He succeeded his father as y 

editor and principal proprictor of 

the Perthshire Constitutional & 180 FLEET ST., LONDON, E.C.4. Telephone CHAncery 8844 (15 lines) 
Journal, which ceased publication 

two years ago. | 
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ADVERTISER'S WEEKLY 


At the annual dinner dance 
Hotel, Windsor, are, left to right, 
Greaves (advertising manager, Black 


Salesmanship is 
Master Printers’ 


Problems facing printers in 
selling their products will be the 
Main subject of discussion at the 
annual congress of the British 
Federation of Master Printers at 
the Town Hall, Bournemouth, on 
Monday, May 18. The Congress 
will be held from May 16-20. 

Addresses will be given by 
three members of the Federa- 
tion’s salesmanship committee 
John Cheney, Cheney & Sons 
Ltd., Banbury (chairman of the 
committee), Val Curtis, W. W. 
Curtis Lid, Coventry; and 
Kenneth B. Reid, Andrew Reid 
& Co, Ltd. Neweastle upon 
Tyne (Federation vice-president). 

Each will cover a_ different 
aspect of salesmanship: Mr 
Cheney will speak on the need 
for “good staff work” in selling; 
Mr. Curtis on the desirability of 
each firm having a definite sales 
policy; and Mr. Reid on the 
selection and training of sales 
men. They will be supported by 
R. Geoffrey Smith, W. S. Cowell 
Lid., Ipswich, and Laurence 
Viney, Hazell Watson & Viney 
Ltd., London, 

At the Federation annual ban- 
quet at the Pavilion, the principal 
guest will be the Rt. Hon, Sir 
Walter Monckton, Minister of 
Labour and National Service. 

The Congress is being held at 
Bournemouth at the invitation of 
the Midland Master Printers 
Alliance whose president — is 
Colin F. Seddon, Seddons & 
Arlidge Ltd., Kettering. 


of Black & Decker Ltd., 


at the White Hart 
N. 


Pamela Rundle and her fiancee A. ! 
& Decker Ltd.), John A. Smee (Smee's 
Advertising Ltd.), 


and Mrs. 


Smee. 


main theme for 
annual congress" 


Is London the 
mecca for ad. 


managers ? 


Is the provincial advertising 
manager at a disadvantage com- 
pared with his London counter- 
part? 

No. thinks E. Field-Phillips 
(Thos. W. Ward Ltd.), a council 
member of the Incorporated Ad- 
vertising Managers’ Association 
Sheffield branch. At a meeting of 
the Association in London last 
week he maintained that the 
assumption that the provincial 
advertisement managers were 
away from the centre of things 
was not based on any facts. 

Mr. Field-Phillips did not be- 
lieve that department problems 
in London were any different 
from those in the provinces, as 
they were both concerned with 
the same principles. The circum- 
stances that located an office in 
London did not, by that fact, 
confer higher = standards — of 
ethics, business acumen, or good 
taste. 

C. J. Rose felt: strongly that 
London was the centre of action 
in the advertising field and that 
many opportunities were lost if 
one were not on the spot. He had 
found that the Londen-trained 
advertising man was accorded a 
high standing when working in 
a provincial city. 


Industrial editors convention 


The British Association of 
Industrial Editors will hold its 
annual convention for the first 
time outside of London. It will 
be at the Adelphi Hotel, St. 
Leonards-on-Sea, May 15-17. 
Speakers will include: Harold 
Watkinson, M.P. (Parliamentary 
Secretary to the Ministry” of 
Labour), “The producer as con- 
sumer”; Malcolm Muggeridge, 
“On becoming editor of Punch; 
D. A. Gladwell, head of publica- 
tions department, Richard 
Thomas & Baldwins Ltd., on their 
film “Ingot Pictorial”; and Stuart 


Rose, typographical designer, 
“The use and misuse of type.” 

Plans for the future develop- 
ment of the B.A.LE. include the 
publication of a directory of 
house journals and of a booklet 
explaining how a firm can start 
a new house journal. 

Membership of the Association 
at the end of last vear was 224, 
as compared with 210 in) May 
1951 and 233 in May 1952. There 
are now members in Ireland, the 
Union of South Africa, Northern 
Rhodesia, and India, and 
Trinidad. 
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CLASSIFIED ADVERTISEMENTS 


RATES: 


charge, ome line plus 9d. 
advertisements under seven 


Weekly,” 180 Fleet Street, 


APPOINTMENTS VACANT, 3s. 6d. per line, 40s 
APPOINTMENTS WANTED, 3s. per line, 35s. per display 
classifications, 4s. per Ine, 45s. per divplay panel inch. Minimum, 3 lines. 
covering postage, etc. 

insertions MUST "BE PREPAID. 
London, 


E.C.4, 


. per display panel inch. 
panel inch. All other 
Box No. 
Series rates on applicaton: all 
Address: “Advertiser's 
CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Siteations Vacant: 


“The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless he or she, or the employment, 


is 


excepted from the provisions of the 


Notification of Vacancies Order 1952." 


EXPORT ADVERTISING SERVICE LTD. 


require an 


EXPERIENCED TYPOGRAPHER 


with ability to produce practical and accurate lay- 

outs of a high standard. The position is an interest- 

ing one in a busy Production Department handling 
a wide variety of Accounts. 


The appointment offers opportunity, a good salary 
and superannuation facilities. 


Write stating age and full particulars of experience, 
and enclosing specimens of recent work, to: 


22 OLD BOND STREET, LONDON, W.|I 


PUBLICITY MANAGER 
medium size manufacturing Company 
in London area dealing with building 
and allied materials, to take complete 
charge of publicity and printing in 
cluding national anc trade pres ad- 
verusing exhibitions, direct mail and 
technical publicity Essential qualifica- 
tion ability to write 400d English. 
Apply giving full details of age, ex- 
perience and salary required to 
Box 4231 Ad. Weekly 180 Fleet St EC4 

LANCS & YORKS. (©Opportunity for 
space salesman of the nighest integrity 
and preved record to join a highly pro- 
gressive teconical ‘ournal publishing 
house covering the chemical and engi- 
necring fields. Remuneration by salary. 
commission and expenses. Write, fully 
and in confidence to 
Box 4224 Ad. Weekly 180 Fleet St EC4 

PRODUCTION. Interesting openings for 
one or possibly two experienced agency 
men. Must have good knowledge of pro- 
cess work and agency routine. Suitabic 
applicant may be offered opportunity 
later of taking charge of production 
department. Write stating age, experi- 
ence, salary, ctc., to 
Box 4254 Ad. Weckly 180 Fleet St EC4 


ARTIST 
DESIGNER 


Required by leading trans- 
parent and flexible packaging 
producers in Manchester. This 
position offers a wide and in- 
teresting scope. 


required for 


Applicants 
should state age, experience 
and salary required. 


Box 4245 
Advertiser's Weekly 186 Fleet 8t EC4 


ARTIST. First class layout and finished 
artist, required by small progressive 
studio. Write stating experience. age 
and salary required to 
Box 4145 Ad. Weekly 180 Fleet St EC4 

POSTER INSPECTORS required for the 
London areca Capable of selecting 
sites and normal inspection Own 
staff informed Apply, giving outline 
of experience and age. together with 
driving experience 
Box 4282 Ad Weekly 180 Fleet St EC4 


| 


| 


KEEN YOUNG REPORTER wanted for 
Last Anglian Weekly. ot pi court, 
council, experience essentia 
Box 4263 Ad. Weckly 180 Fieet St EC4 


Agency Requires 
OUTDOOR 
REPRESENTATIVES 


for North of England 
and Scotland. Must 
be experienced space 
buyers and capable 
drivers. Good salary 
for suitable applicants. 
Own staff advised. 
Please write giving 
details of age and 
previous experience to 


Box 4302 
Advertiser's Weekly 180 Fleet St EC4 


PICTORIAL BOOK PRODUCTION. A 
busy book publishing house wants a 
man wit the following exceptional 
qualificauidns 1. First-rate editing and 
writing ability 2. Fast, accurate, and 
practical layout and typography 3 
Sound experience of mechanical produc- 
tion and printing 4. Infinite capacity 
to work hard and long. It is realised 
that a very limited number of men can 
meet these exacting requirements. To 
the successful applicant, a well paid 
and rewarding job, with extremely good 
prospects, is offered 
Box 4291 Ad. Weekly 180 Fleet St EC4 


PRODUCTION. first class production 
man required by London Agency, Sound 
knowledge of process work, typefaces 
and previous agency experience essen- 
tial. Holidays as arranged Details to 
Box 4327 Ad. Weckly 180 Fleet St EC4 

JUNIOR CLERK (male) eequired for 
Flect ee newspaper office Typing 
essen 


Box 4310 Ad Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS | 


JUNIOR 
LAYOUT - TYPOGRAPHER 


A young person with at lcast 2 years 


agency expericnce is needed to assist 
Visualiser London Agency. Accurate 
adaptations and good pencil roughs 
for ents will be required and pos 


visua Isine 


JUNIOR ASSISTANT 
IN SPACE BUYING 
DEPARTMENT 


man will 
knowledge ot 


This young assist 


buyer. but 


space- 
pro- 
an advantage 


some 
duction work would be 


For both positions please write im 
frst instance stating age, experience 
and salary required. Five-day week 


hours 9-8. pleasant working conditions 


Box 4336 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER) preferably 
vith some experrence of medical and 
pharmaceutical items—required by an 


established and successful company on 


ethical and popular products 
educated agency tained man of 
woman, capable of operating intelli 
gently with our sales department and 
advertising agents. would find the pos- 
tion interesting and progressive. Com 
mencing salary £7450-£1.000, West End 
office, S-day week Write giving age 
and details of cducation and = experi- 
ence to 


Box 4286 Ad Weekly 180 Fleet St EC4 


SUNDAY 
PICTORIAL 


The Sunday Pictorial require 
two good men: a senior 
and a junior Advertisement 
Representative. 

You may be in an agency, 
you may be doing a selling 
job in another business. You 
may already be a newspaper 
representative. It does not 
matter. It is what you are 
going to be that interests us. 
These are two very good 
openings for the right men 
—senior not over 40, junior 
not over 30 years of age. 


Write : 

The Advertisement Manager 
SUNDAY PICTORIAL 
Fetter Lane, London, E.C.4 
marking the top left hand 


corner of the envelope 
** Appointment.”’ 


London Agency has 
for an experienced 
production man under 30 to work with- 
out supervision on urgent press insef- 
tions, State time convenient for inter- 
view and full details. to 

Box 4323 Ad. Weekly 10 Ficet St EC4 


PRODUCTION. 


immediate vacancy 


*Phone 


| APPOINTMENTS VACANT | 


level creative 


flair for copy and 


of responsibility at 
will be 
experience offered 


find us ungenerous 


Managing Director 


execulive 


commensurate 


but 


has proved his abilities, 


ideas 


near-director 


He 


with 


the 


An opportunity has arisen in an old-established 
London Agency of medium size (1.P.A.) specialis- 


ing in technical and industrial publicity for a top 


ot 


Ihe man we want should be around 35/40 with a 


The 


right 1 


can 


forward to promotion to a Directorship when he 


Write in confidence to 


Box 430! 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


mature 


position is 


level. 


qualifications and 


reasonably 


experience 


one 


Salary 


nan will not 


look 


LAYOUT. Agency trained layout man 
for chnica!l Agency Ability to pro 
duce cean shck work for chents essen 
tial, Write fu giv = age, expericne 
and salary required, 

Box 4329 Ad Weekly. 180 Fle t St BC4 


A FIRST CLASS 
RETOUCHER 


required for Advertising Agency in the 
vicinity of St. Paul's, will prove to he 
an interesting congenial job with 
scope for advancement and a career 
especially to those with knowledge of 
photography No objection to young 
persons with ability Short 
S~day full holiday 
salary according to expericnce and 
Write in first instance stat- 
experience and commencing 
required 


Box 4315 
Advertiser's Weekly 180 Fleet St EC4 


hours, 


week with pay, 
ability 
ing age 


Sacary 


FRODUCTION ASSISTANT 


PROCESS ENGRAVING. 


VISL ALISER required for London 
Agency with ability for original creative 
thinking and copywriting experienc 
Sound progressive position. Write fully 
to 


Box 4328 Ad. Weckly 180 Fleet St BC4 


required by 
Applicants 
twentics and 
of block or 


busy Fleet Street Agency 
should be in their carly 
possess a 200d knowledgac 


dering, typesetting and checking of 
accounts Write, giving details of your 
experience, age, and salary required, t& 


Box 4280 Ad Weékly 180 Flegt St BC4 
BUSY LONDON STUDIO have 
for good all round general 
and air brush artist, top wages 
week, two weeks holiday 
summer 
Box 4195 


vacancy 
retoucher 
five-day 
with pay this 
Full particulars with salary to 
Ad. Weekly 180 Fleet St EC 4 


Inside 
round knowledgc 
ished | 
Weekly 


contact 
requircd 
mdon Company 
180 Fleet St C4 


man wth all 
by old estab 
Box 44)4 Ad 


PRIVATE 
director 1 
ence of 
tage Axe 
oer 
Box 428% 


Ss. H. 
appoint 
Assistants 
will be 
under 
production 
tion 
claimed 


BENSON LTD. 


given to 
1) who have 


wiving 
and 
should be 

Director, S| H 
Kingsway 


SECRETARY two 


quired after Easter 


managing 
bapern 


advertusing agencies an advan 


40-40 preferred. Salary £500 


annum 


Ad Weekly 180 Fleet St EC4 


are proposing to 


a limited number of Production 


Favourable consideration 
applications from men 
already had Agency 
experience. Written applica 
an outiine of experience 
Stating salary required 
made to the Production 
Benson Ltd. Kingsway 
London, WC 2 


“eee CTION ASSISTANT eequired by 


End 


est 


Agemy to handle blocks 


type-setiings and copy detail Only 
fully experienced men need = apply 
Write, 

Box 4283 Ad) Weekly 180 Fleet St C4 


FAD COLOURIST required, able to 


©o our photographs of beads for repro- 
duction Qniy those used to very 
hehly finished airbrush work need 
apply Top salary Phone Studw 
Directo PRI S821) between 10 and 
12 am. and 2 of SW pm 

KEEN YOUNG MAN of woman to 


organise nati. n-wide competition to 
raise membership Book Club Out 
Standing opportunity for right person 
Write qualifications 

180 Fleet St BC 4 


Box 4281 Ad) Weekly 

£ was earned by our best sales- 
man last week on sponsored 

media with top commission, wages and 

expenses. We want another] good sales- 

man urgently 

Phone AMB 6628, SKY PRESS LTD. 

Porteus House - Porteus Street « W.2 


ASSISTANT 


ASSISTANI 


ASSISTANT 


(female) required for 
Voucher Department Previous exper 
ence essential Must be quick and 
accurate worker Phone of write for 
appointment to Secretary, John Haddon 
Lid 110) Salisbury Square, 
Tel. CENtral 8156 
required tor 
able to keep 
records. Previous ecaxperience 
Write of phone Personne! 
John Nestes & Co., Lid, I 
Square. 6C 4 CENtral 8156 
TO AGENCY TRAFFIC 
Man with good all 
tl) supervise copy de- 
tail, ete Able to cope with necessary 
adapts’ and “mark-ups.”" Production 
experience, athough block ordering not 


Production 
accurate 
casential 
Manager, 
Salisbury 


Department, 


MANAGER, 


round khaow edge 


part of duties Salary up to £550 
Hox 4287 Ad. Weekly 180 Fleet St BC4 
ARTIST. Lettering Artist for London 
Studio Must be first class man for 
Reproduction work, Write fully giving 
auc. capericnce end salary required, to 
Box 4326 Ad) Weckly 180 Fleet St BC4 


FIRST CLASS 


GENERAL ARTIST 
WANTED 


Preferably agency experience 
on good technical and in- 
dustrial advertising. Must be 
able to produce high class 
finished work from pre- 
liminary visuals. 
Apply to 
PRODUCTION DIRECTOR 
HYDE & PARTNERS LTD 
90 QUEEN STREET, E.C.4 


Telephone: CENtral 6603 


PRODUCTION ASSISTANT wanted by 


West End 
sation 


Technical 
doing very 
work Apmiicants 
carly twenties 
knowledge of 


Advertising organi- 
high quality colour 
should be in their 

possessing a working 
block ordering, Typeset- 
ting Maintenance of Schedules and 
feeding copy to Journals Production 
intelligence and a good memory are of 
more importance than agency experi 
ence 
Box 4175 Ad Weekly 180 Fleet St EC4 


C:A 


MODES LIMITED 


want woman Freelance 


FASHION COPYWRITER 


For appointment 
Telephone Miss Kirby May. 7272 


your Classifieds to CHA 8844 (Ex 25) 
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‘CLASSIFIED ADVERTISEMENTS 


Media 


Planning 


A VACANCY 


occurs for a man to take charge 
of the Media Planning Department 
of an important London advertising 
agency. 
Write giving details of experience, 
with special reference to outdoor 
and film advertising. State present 
position and salary expected. 


Applications will be treated in strict 


confidence. 


Box 4276 
ADVERTISER’S WEEKLY 
E.C.4 


180 Fleet Street - London - 


APPOINTMENTS VACANT 


Situations Vacant: ‘“‘The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-44 inclusive or a woman aged 18-59 inclusive 

is excepted from the provisions the 


unless he or she, or the employment, 
Notification 


tion of Vacancies Order 1952.’ 


bs BROADWAY STUDIOS LTD. 
tectoria Street, London, S.W.1 
require the services of an artist able 
to produce layouts for Brochures, 
Sales Literature, Cle... meticulous 
lettering and line work, and including 
the use of scraper board 
Ability to undertake technical draw 
ings for exhibition display an advan- 
tage. Write full details of experience 


BIRMINGHAM CO-OPERATIVE 


SOCIETY LTD. invite applications for 
the newly created position of DISPLAY 
SUPERVISOR within” the = Society 
Apphecants must have a full knowledge 
of modern disp'ay work and he cap- 
able of preparing and executing Display 
schemes on their own initiative An 
application form, together with explana- 
tory statement, will be supplicd on 
request addressed to: Secretary, Bir- 
mingham Co-operative Society Ltd, 
High Street, Birmingham, 4. The clos- 
ing date for return of cx 7g appli- 
cation form is Apri! 18, 19 


PRODUCTION 
ASSISTANT 


required by leading London 
Agency. Must be fully con- 
versant with agency routine. 
Write giving full details to 


Box 4275 
Advertiser's Weekly 180 Fleet $t EC4 


FASHION ARTIST required by N.W 
London Studio used to full wash in 
both black, white and colour for cata- 
logue reproduction Excellent oppor- 
tunity tor really first class artist. Fully 
experienced only, please. Phone Studio 


Director, PRI 8821 between 10 and 12 


Or 2 and 5.30 


FIRST CLASS 
CREATIVE LAYOUT ARTIST 


London Agency has immediate 
vacancy for top man at a top 
salary. Slick pencil and colour 
roughs. Holiday this year. Full 
details to 

Box 4293 
Advertiser's Weekly 180 Fleet 8t EC4 


APPLICATIONS are invited for the 
position of copywriter in the advertis- 


ing department of leading, photographic 
firm near London 


w Apply 


Box 4321 Ad. Weekly 180 Flee: St EC4 


Experience adyan- 
tagcous but not essential. Age not above 


PRINT PRODUCTION 


Young man with some experience 
required for print department of tech 
nical advertising agency Ability to 
originate layouts a distinct advantage 
Write giving full particulars and salary 
required to: Production Director 


GILBERT ADVERTISING LTD. 
10 Norfolk Street W.C.2 


i oo 


up data for press advertising, catalogues 


editorial publicity, exhibitions, etc., fol- 
lowing investigation in works and tech- 
nical departments, Age about 25. Write 
stating age, experience, education and 


Sa‘ary required, 1 


Box 4324 Ad. Weekly 180 Fieet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 


COPYWRITER with 
Engineering Training and Advertis ng 
Department experience for large engin- 
eering company, North London Able 
to independently collect, sift, and write 


| 
' 
| 


Production 
Men Wanted 


Must have agency experience 
—sound knowledge of process 
work and schedule procedure. 
Opportunity for right man to 
take charge of production 
department. Write 


Box 4312 
Advertiser's Weekly 180 Fleet 8t EC4 


A LEADING LONDON ADVERTISING 


AGENCY has vacancies for Secretary 
Shorthand Typist Voucher and Ac- 
counts Clerk (must be able to type). 
Office hours 9.30-5.30. No Saturdays 
Good prospects. Write stating age, ¢x- 
perience if any, salary required. Box 
F.714, Willing’s, 362 Grays Inn Road, 
Wei. 


OPPORTUNITY for young artist to 


obtain a progressive position with a 
company specialising in cut-out show- 
cards. Should have completed National 
Service, some art-school training, about 
2 years studio experience. Good colour 
sense with marked creative ability 
necessary Write Abbey Display Co., 
Ltd., 49 Charles Street, W.1., or phone 
GRO 8321 between 5-6 only 


Opportunity for 
FULLY EXPERIENCED 


PRODUCTION MAN 


Expanding London Agency re- 
quires a really capable man. Only 
apply if you are confident of all 
methods of production. Please 
state salary, experience, age, 
etc., to Box G.A. 863, 4 Salisbury 
Court, Fleet Street, E.C.4 


ADVERTISING ASSISTANT with some 


experience required by National adver- 
tisers in London Specialised 
knowledge not required Initiative and 
ability to write English — essential 
Knowledge of Motor Trade useful 
Write stating education, experience and 
salary required 

Box 4279 Ad. Weekly 180 Ficet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


(YOUNG) 
military service completed required 
by important provincia Inewspaper 
for London representation. Experi- 
ence desirable but not essential. 
Reply, giving age, salary required 
and full particulars, to 


Box 4309 
Advertiser's Weekly 180 Fleet 8t EC4 


ADVERTINING EXECUTIVE, aged 30- 


Exceptional appointment. First<lass 
aes salesman required; preferably one 
with ideas who is a self-starter. The 
right man will be paid a progressive 
four-figure salary and will be in a key 
position work ng immediately under the 
Advertisement Director Applications 
will be treated as strictly confidential 
Box 4262 Ad Weekly 180 Fiect St BC4 


COLOURIST, ecxpericnced, female, for 


cinema advertising slides. Slide House 
Ltd, 60 Petty France, Westminster, 
SW. 


PROGRESS CLERK (male or female) 


to assist Studio Manager in busy West 
End Studio Must have knowledge of 
studio routine Please write, giving 
full details, age. salary required, etc 
Box 4278 Ad Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


FIRSTCLASS LETTERING ARTIST 
required. Ring CIiTy 8101. 


JUNIOR LAYOUT MAN with know!- 
edge of typography. Good opportuni- 
tics for progress in well-equipped 
Agency Studio Write with detais of 
age, experience and salary to Frederick 
one Lid., 1 Whitefriars Street, 
2.C.4 


PRODUCTION ASSISTANT required by 
progressive publicity company in West 
End of London. The applicant must 
be conversant with all general produc- 
tion work including block ordering. 
Progressing on print jobs and the pre- 
Paration of c.can, accurate type mark- 
ups. Excellent opportunity for a hard 
worker who has an eye for the future 
Send full details to 
Box 4289 Ad. Weckly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


YOUNG PRODUCTION ASSISTANT 
for busy Agency. Some knowledge of 
type, blocks, layout, ctc., casential. 
Neat and tidy and capable of attending 
to detail. Good prospects. Call or phone 
E. W. Barney, Ltd., 4. New Court, 

__Lincoin’s Inn, W.C.2. HOL $946 

YOUNG MAN having competed 
National Service Training, required in 
Advertsement Departmem of Provin- 
cial weekly newspaper rear London 
Sound knowledge of English essential; 
Previous experience of ciassified adver- 
liscements an advantage Good pros- 
pects for keen young man 


Box 4225 Ad, Weckly 180 Fleet St EC4 


18-20 York Buildings, 


HILLER and SWATTON LTD. 


Telephone TRAfaigar 5295 
Photographic staff required to begin work on April 7th 
TOP PRINTER 
RETOUCHER 
STUDIO ASSISTANTS 


Telephone Shepherds Bush 7342 for appointment. 


Adelphi, Strand, W.C.2 


ADVERTISING MANAGER required 
for Seaside weeklics. Write with de- 
tails of experience and proof of ability 
to get business, Managing Director, 
rT. R. Beckett Limited, Pevensey Road, 
Eastbourne 

OPPORTUNITY FOR COPY / IDEAS 
MAN with 5-6 years’ experience of 
general consumer advertising. Full scope 
to make a personal mark with an 
active, medium sized Agency. Write 
Box 4325 Ad. Weekly 180 Ficet St EC4 


FIRST CLASS DISPLAY and lettering 
artist wanted immediately for exhibition 
and dispay contractor in _ Watford. 
Must be all round man Top salary 
and prospects 
Box 4277 Ad. Weekly 180 Fleet St BC4 

AN OLD-ESTABLISHED weekly cass 
journal requires a first-class advertise- 
ment representative Salary £8 per 
week pilus generous commission. 
Replics to 


Box 4284 Ad. Weekly 180 Fleet St EC4 


FIRST 
VISUALISER 


Advertising Agency for 
position, 


—-LAYOUT MAN 


Capable of creating slick original layouts and of 
producing finished figure work. Wanted by London 


Box 4292 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


CLASS 


a senior and progressive 


SMALL LONDON AGENCY requires a 
representative. Good opportunity for 
man able to introduce new business. 
Full details of experience, salary, etc, 
in confidence to 
Box 4317 Ad. Weekly 180 Fleet St EC4 


FREELANCE 
DESIGNER 


We can provide a flow of work 
to a layout man who can give 
a fresh approach to Press ad- 
vertisements and Brochures 
featuring Engineering  pro- 
ducts. We require a_ slick, 
original presentation of our 
ideas. 
Phone: A. Bestall 
PRINT FOR INDUSTRY LTD. 
Abbey 1365 


EXPERIENCED DESIGNER 
1 advertising material 
packag.ng and showcards 


to 
Box 4342 Ad. Weckly 180 Fleet St BC4 


required 
in particular 
Full detals 


JUNIOR TYPOGRAPHER required for 
adaptations of press advertisements, 
and scaling leaflets and booklets. Write, 
giving age, experience and salary re- 
quired, to Taylor en Ltd., 115 
Gower Surect, London, W.C.1 

VISUALISERS and Retoucher wanted 
for London studio. Write stating age, 
salary required and experience, to 
Box 4322 Ad, Weekly 180 Fleet St EC4 


APPOINTMENTS WANT 


CREATIVE LAYOUT ARTIST sccks 
post London area. Fow years’ agency 
experience, typography. lettering and 
figure work. 

Box 4235 Ad. Weekly 180 Fleet St EC4 

STUDENT. Virile mind, able to visualise; 
knowledac layout; keen copywriter 
wishes to join Agency to develop strong 
creative potentia Salary unimportant 
Rox 4341 Ad. Weekly 180 Fleet St EC4 

STUDENT, 1614, secks post, lettering, 
lire drawing, knowledge layout. Ika 
Nelson Drive, Leigh-on-Sea 

PLBLIC RELATIONS EXECUTIVE (29) 
with 4 years’ all round editorial, pro- 
duction and publicity experience, wishes 
t join agency public relations team. 

| Box 4330 Ad. Weck!y 180 Fleet St BC4 

| EXPERIENCED LAYOUT MAN secks 

— penci!, colour roughs, Salary 


hox ‘ais Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Street, W.C.2. 
(WHitehali $924). We specialise in 
efficient personnel. 

EXPERIENCED and successful 
Man, experienced al! branches adver- 
tising, would prefer London base, will- 
ing trave! anywhere. I can increase and 
maintan your business and goodwill 
Box 4307 Ad. Weckly 180 Fleet St BC4 

YOUNG LETTERING ARTIST, age 21, 
requires position in London Studio, 34 
years expercnece 
Box 4294 Ad. Weekly 180 Fleet St EC4 

DESIGNER-ARTIST, 26, requires part- 
time job 3 days week or full-time with 
prospects Willing take responsibility. 
Box 4295 Ad. Weekly 180 Fleet St EC4 


Contact 


BUSINESS 


CONFIDENTIAL Acc 
Figure work and Dupht 
Miss Stone, 447 Strand. W.2 
S891. 


IN THE HEART OF MAYFAIR. ~~A 
Technical Advertising Agency offers to 
provide accommodation for a team of 
two good Commercial Artists free of 
all rent and other charges in return for 
roughs. Ample —_ for finished art 
work at agreed pr 
Box 4343 Ad Weekly. 180 Fleet St BC4 


A well laid out 

PRINTING PLANT 
near London with excelleny machines, 
working for National Advertisers on 
colour folders, booklets, showcards, 
calendars The complete business 
including machines, stock, goodwill 
5,500, An exceptional opportunity 
for an advertising agency wishing to 

develop. _ Principals only. 

Box 42 


Advertiser's Weekly 180 Fleet 61 EC4 


22 Years’ 


Experience 


Daily, Evening and Industrial publica- 
tions, I have held positions of Advt 
Representative, Advt. Office Manager 
and Ass.stant to Advertisement Direo- 
tor, and now cite a new 
appointment. Most cordial liaison with 
Agents. Age 38. My “‘swan-song’ 
Ability, enthusiasm, initiative, person- 
ality and energy to enjoy responsi- 
bility. Interested? Please contact 
Box 431! 
Advertiser's Weekly 188 Fleet 6t EC4 


GENERAL ARTIST. 
show cards, airbrush, 
Box 44306 Ad. Wee 


Lettering, layout, 
expericnced 
ly 180 Ficet St BC4 


SENIOR ACCOUNT 
EXECUTIVE 
would like to join London Agency 
where 21 years’ experience could be 
used to advantage. Technical and 
national Contacts at all leve s. Write 


Box 4313 
Advertiser's Weekly 180 Fleet 61 EC4 


FREE LANCE SERVICES 


ARTISTS 


Mr. H. Perry Jackman, Art 
Director, wishes to hear from 
first class Free Lance Artists 
specialising in the following 
Subjects : 

Figure, Landscape, Line, Let- 
tering and Layout. Write to 
Secretary 


39a Bartholomew Close, E.C.1 


ARTIST. Abie to provide 
ine work quickly by post 
still life, general-—-nor figure 
Box 4298 Ad. Weekly 180 Fieet St BC4 

SILK SCREEN PRINTING. Stencils of 
all descriptions prepared at short notice. 
Whiteway. 59 Crouch Hall Road. N.& 

WRITER, specialist in women's adver- 
ising, first-class agency experience, 
wans part-time work, London of free 
lance 
Box 4152 Ad. Weekly 180 Fleet St BC4 

LETTERING ARTIST, secks additional 
free-lance commissions 
Box 4332 Ad. Weekly 180 Pleet St BC4 

ADVERTISER of well known medical 
line weies to contact top class Artist 
or Copywriter with excelent sense for 
creative advertising for Free Lance jobs 
Letters treated in confidence 
Box 429 Ad. Weekly 180 Ficet St BC4 


BUSINESS OPPORTUNITIES 


EDUCATION AND PUBLICITY 
BUREAU: (South) Publicity Depart- 
undeveloped. Live partner 


high class 
Lettering, 


Box 4244 Ad Weekly 180 Fieet St EC4 


PHOTOGRAPHIC ENLARGEMENTS. 
Specialist Company, equipped tor large 
xale production offers ee Con- 
tract Rates to laree use 
Rox 4176 Ad. Weekly 180. Fleet St BC4 


*% COMMISSION 


will be paid promptly for the intro- 
duction of new business —and on 
subsequent orders—by « well- 
established London commercial 
photographer. Write 
Box 4169 
Advertiser's Weekly 180 Fleet 61 EC4 


PRINTERS 


PRINTING COMMISSION You can 
carn a regular and protitable agent's 
commission for all printing orders you 
assist us to obtain from reputable Ad- 
vertising Agents and Induswial Organi- 
sations. Every assistance given. Wreite, 
call o¢ telephone the Managing Direc- 
tor, G. F. Tomkin Liwd., odern and 
reliable 501/5 Grove Green 
Road, ondon E.11. Telephone 

LEYtonstone 7396/1164/1165. 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
oe setting, high-speed automatics, 
wreful supervision. Ask for prices, 


SUTTONS Printers 
Paignton Tel, 5542 


rinters, 


OFFSET LITHO PRINTING. 
uality work at competitive prices. 
roadsheets, Brochures, Labels, Show- 

Ihe West Yorkshire Print- 
George SMreet, Wakefield 
Telephone 3438/9 
OLD ESTABLISHED CITY PRINTER 
can offer very keen prices for small 
Periodicals or House Magazines All 
modern facilities, office accommodation 
if required 
Box 4300 Ad 


Highest 


Weekly 180 Fleet §t BC4 


SALES AND WANTS 


BEST QUALITY Enalish 
sale, transierred or 
3827 


gold leaf for 
loose. "Phone: 


ACCOMMODATION 


FURNISHED OFFICE with 
services availabic Strand 
Box 4334 Ad. Weckly 180 F leet ‘Se EC4 

ROOMS hed LET, separately of together, 
as studi or Offices in W.C 
Excelient light all amenities, 
lished studio on same floor 
Box 4296 Ad. Weckly 180 Flee: St BC4 

TO LET, Office in leet Sweet, 400 square 
fect on 2 floors Suitable public rela- 
tions publishers of printers Tele- 
phone switchboard Newly decorated 
Rent £375 exclusive Apply 
Box 4297 Ad. Weekly 180 Ficet St BCA 


SPECIAL ANNOUNCEMENTS 


FREE ADVICE on improving your heat- 
ing Write for leaflet suggesting ways 
in which you can imerease the efficiency 
of your heating and achieve utmost fuel 
tconomy. Service of our advisory engin- 
cers available to call and give on the 
spot advice Rental terms available 
Write or telephone now. Hurseal Lid., 
229 Regent Street, W.1. REG. 1051 


~ “cr 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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OF SPECIAL INTEREST 
TO THE 


FURNITURE TRADE 


On May 29th will be published the 
Coronation Number of Furnishing 
World with the theme 
and Furnishings under Five Queens’. 


‘ Furniture 


This issue will portray the evolution 
of furniture from the last of the 
Tudors to our present Queen, 
describing and illustrating the 
processes which have led to the 
modern contemporary furniture and 


furnishings. 


The Coronation Number will be a 
particularly valuable medium for all 
manufacturers of furniture, furnish- 
ings and ancillary goods. 


Full or Half Pages available in black 
and white or full colour on coated 
paper. Press date May [5th. Ensure 
a good position—send your order 
TODAY. 


> ° @ ‘ & . 
Furnishing 


World 


180 FLEET ST. LONDON, E.C.4. Tel. CHAncery 8844 


~~ published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., 


March 26, 1953. Printed in England by Staples Printers Limited at their Great Titchfield 


TuHurRsDAY, MARCH 26, 1953 


— STOP PRESS — 


OUTDOOR INDUSTRY’S APPEAL IN 
LORDS: ‘AD. WEEKLY’ QUOTED 


(Continued from page 589) 


Eric Blain, for the promoters, said 
the Bill did nothing whatever to 
modify the application of the 
national code in Manchester. 

The trouble in Manchester from 
the promoters’ point of view, was 
that by the exercise of their older 
local powers, the Corporation could, 
and did, render ineffective the provi- 
sions of the national code within 
their own city—in effect overruling 
the decisions of the Minister. 

“It is against such oppression that 
this Bill is directed, and it is from 
a continued use of these old powers, 
in such a way, that we now petition 
Parliament to protect us,” he said. 
Manchester was by no means the 
only local authority with a local 
code—there were some 200 to 300 
Acts applying to 171 different places. 
They had picked Manchester in no 
spirit of malice or ill-will, but be- 
cause it was operating very dif- 
ferently in Manchester than else- 
where. 

There was a particular local need 
for repeal in Manchester, without 
waiting for public general legisla- 
tion giving effect to a single code 
for the country, because in Man- 
chester the Town and Country 
Planning Act was, in fact, rendered 
nugatory and ludicrous; there was 
“inordinate delay” in deciding, 
under their local powers, whether to 


| allow a projecting advertisement or 


not; and they imposed a financial 


| charge for the privilege of erecting 


a projecting advertisement which 
they had no right to do, he said. 

Through the committee, Mr. Blain 
asked that Manchester Corporation 
should disclose how many thou- 
sands of pounds a_ year they 
received in income out of what, he 
submitted, were illegal fees. 

H. H. Mallatratt, secretary of 
Outdocr Advertising Industry Advi- 
sory Committee, was questioned by 
N. R. Fox-Andrews, Q.C., for Man- 
chester Corporation, as to the 
“measure of oppression” the in- 
dustry had suffered at the hands of 
the Corporation. 

He said that, as far as he knew, 
the Corporation had dealt with 
them quite reasonably, apart from 
refusing two applications out of 
1,265 (since 1948) on the ground of 
amenity and apart from the ques- 


| tion of fees. 


Asked by Mr. Fox-Andrews: “Do 
you agree with the legal expert of 
‘Advertiser's Weekly’ that this is an 
=) Bill?” Mr. Mallatratt said, 
F. Newlands, director, Claude- 
General Neon Signs Ltd., in evi- 
dence, said the industry was dis- 
appointed by ‘the Minister's 
inaction. 

lan Campbell, of Nottingham, 
and F. W. Allen, secretary, Pearce 
Signs Ltd., spoke of the payment 
of fees under local acts. 

Evidence was also given by G. S. 
Campbell, managing director, 
Franco-British Electrical Co., Ltd. 


HEARING CONTINUING. 
DECISION EXPECTED LATER 
TO-DAY (THURSDAY). 


NEWSPRINT FOR 
ELECTIONS 


Newsprint Rationing Committee 
believes most local newspapers will 
be able to cover muncipal elections 
this year without extra newsprint. 
In exceptional cases, individual 
application to be made. If granted, 
6 large or 12 small pages extra may 
be allowed for use by May 3. 


CAMPAIGN FOR NEW 
SHEETS 


Jacobs Linen introducing new 
range of Linresta sheets in la 
test area “west of London.” G. 
Street & Co. handling scheme which 
includes Technicolor filmlet, 
linked with dealer advertising im 
local newspapers. 


1,000 ADVERTISERS 
IN TRADE PAPER 


The Hardware Trade Journal has 
broken all records with its Spring 
issue of March 27. It contains 524 
pages, an increase of 64 pages on 
the same issue of last year. There 
are 1,000 advertisers. The issue 
contains 16-page editorial section in 
two colours, including articles and 
layouts for window displays and 
details of Coronation souvenirs. A 
review of hardware manufacturers’ 
plans for spring trade covers 
approximately another 40 pages. 
The issue is being distributed to 
the trade flat in cardboard sleeve. 


Armstrong - Warden appointed 
agents for Chilcott Laboratories. 


Sam Cotton, chief press officer at 
Ministry of Supply, has resigned to 
join Sidney-Barton Ltd. 


Leeds beat Sheffield to win Nor- 
thern Area Clubs public speaking 
contest. R. S. Seton (Leeds) judged 
best individual speaker. 


Stewart K. Jupp, former adver- 
tising manaver of Radex, has been 
appointed as advertising manager 
with United Lubricants. 


Directors of Mlustrated London 
News and Sketch Lid. recommend 
dividend of 134 per cent on 
Ordinary shares. 


New accounts for New Era 
Advertising Service Ltd.: Dutton 
& Clark Ltd.; General Engineering 
Development Co., Ltd. New cam- 
paign for Feedrite Ltd., using 
national and trade press, women’s 
journals and specialised media. 


at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
Street, London, establishment. 
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‘ Eagles 
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Top: Sisal fibre being pre- 
pared for making into rope 
yarns at Belfast Ropeworks =— 


Bottom: More factories is 
Ulster’s greatest need. 
This is the Courtaulds 
plant Carrickfergus — 
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Come to Northern Ireland for the best holiday ever. Frolic in the 


Atlantic breakers, swim in the Irish Sea, tour the serene countryside, 


explore the ruins of ancient Ireland, go gay at the beautiful resorts or 


make it a town holiday ... 


Northern Ireland has everything that goes to make a happy holiday. 


There's plenty of good food too and it’s easy to get to by air 


or sea. Illustrated Guide (post 6d.) with holiday 
accommodation list from Tourist Information Centre 


(Dept. A23) 6 Royal Avenue, Belfast or from local 


travel agent. 


* No Travel Permits 
% No Currency Restrictions 
*% No Customs Barr-ers 

* No Passports 
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rthern Ireland Supplement 


NORTHERN IRELAND 


An industrial, economic and marketing survey produced in 
co-operation with the Government of Northern Ireland 


CONTENTS 


Special Messages to ‘Advertiser’s Weekly’, from Lord BROOKEBOROUGH, Prime Minister, 
and from two civic leaders 

New industries are vital to our development. policy ; ; 
McCLEERY, Minister of Commerce 

Ulster farmers have passed production targets to send more food to England, by 
Rev. the Rt. Hon. ROBERT MOORE, Minister of Agriculture 

This £120 million market is more than a satellite of Great Britain, by STANLEY 
OREANU, of Research Services Ltd. 

Hope of more steel makes Coronation year prospects bright for the © shipyards, by 
Dr. DENIS REBBECK, director, Harland & Wolff Ltd. : ; 

Hard fight to hold—and expand—world markets for Irish linen 

In 1951 Ulster’s tobacco industry processed £8!-million-worth of imports, by PETER 
SCOTT, publicity manager, Gallaher Ltd. 

Expanding food processing industry is giving employment. to more unskilled labour, 
by L. N. HOLMES, of Newforge Ltd. 

Baking - and selling - our daily bread, by G. FERGUSSON, production | manager, Inglis & Co. Ltd. 

Government Information Service promotes economic development, by F.M. ADAMS, 
Northern Ireland Government Press and Publicity Officer , - 

Northern Ireland prepares for Coronation and Royal Visit es 

The Tourist Board is using all-out publicity drive to attract visitors, by 1. M. 
WILLIAMS, deputy general manager, Northern Ireland Tourist Board 

Belfast firm builds Canberra bombers and Comet airliners 

Governments take over Gt. Northern Railway 


by the Rt. Hon. W. V. 
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Head Office 
2 Bridge Street. 
Belfast. 
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THE LARGEST NET SALE 


London Office: 
107 Fleet St., E.C.4. 
Phone: Central 9179 
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NORTHERN IRELAND 


SAVES AND EARNS DOLLARS AND IS STILL 
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Spacious new factories add greater capacity 
to the industries of Northern Ireland. 


Agriculture, Linen Manufacture, Tobacco 
Manufacturing, Shipbuilding, Ropemaking, 
Engineering, Aircraft Construction, the 
manufacture of Textile Machinery, Tabu- 
lating Machines and other industries 
continue to play their full part to win the 
battle of Britain’s economic recovery. 


The total Trade of Northern Ireland during 1951 was estimated at 


£478,500,000 


or, in other words, an average value of the Trade of Northern Ireland exceeded £9,200,000 oa 
week. The industries of Northern Ireland bring high wages to the workers, who, therefore, have 
money to spend—oa market of splendid opportunity for the advertiser. 


elfast Celegraph 


THE NEWSPAPER WITH THE LARGEST 
CIRCULATION IN NORTHERN IRELAND 


HEAD OFFICE: ROYAL AVENUE, BELFAST LONDON OFFICE: 112 FLEET STREET, E.C.4 
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Prime Minister of Northern Ireland 


ORTHERN Ireland con- 

tinues to play an impor- 

tant part in the economic 
life of the United Kingdom. 
The level of agricultural and 
industrial production, though 
subject to fluctuations in recent 
months, remains high and the 
volume of exports to hard cur- 
rency areas helps appreciably 
in Britain's “battle for dollars.” 

The textile industries have felt 
the inevitable effects of the reces- 
sion which involved not only 
Northern Ireland but Lancashire 
and other textile areas. Orders 
placed by the Ministry of Supply 
with textile firms under the 
accelerated defence programme 
helped the situation. but this 
relief was necessarily of a tem- 
porary kind, 

Manufacturers 
hulk of their orders through 
normal trade channels and 1 
know that their search for busi- 
ness has been intensified. 

To help them in this quest, and 
particularly to increase the power 
of Ulster firms to compete in 
overseas markets against foreign 


must find the 


competition, the Government is 
giving financial assistance to 
firms undertaking approved 
schemes of factory re-equipment. 
Modernised plant will mean 
greater productivity: the rest will 
depend upon effective and imag- 
inative salesmanship. 

Orders in’ the shipbuilding 
industry assure a high level of 
employment for some years to 
come, provided that steel sup- 
plies improve. Important devel- 
opments are taking place in the 
aircraft industry: these relate to 
the programmes for the building 
of jet bombers and Comet jet 
airliners. 

There is a considerable reserve 
of labour in Northern Ireland 
and there is still great scope for 
industrial development. The 
Government's policy of encour- 
aging the establishment of new 
industries is being vigorously 
pursued. The results so far 
achieved are good, additional 
employment having been found 
for some 27,000 people. 

The strengthening of the in- 
dustrial structure is a task to 
which the Government continues 
to devote itself with energy. 


LINK ACROSS THE CHANNEL 


One of the vessels on the cross-channel run is Coast Lines’ M.V. 


“Trish Coast.” 


But their ships are not by any means the only link 


between the two islands—Ulster remains very much a part of the 
United Kingdom in spirit as well as in practice. 
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Special messages to ADVERTISER’S WEEKLY... 
From LORD BROOKEBOROUGH, 


From two 


civic 


leaders 


J. H. Norritt 


Contribution to 
prosperity 


RRANGEMENTS are 

being made in Belfast at 
present to celebrate the 
Coronation of our beloved 
Queen Elizabeth the Second in 
June next, and we are looking 
forward with much enthusiasm 
to the Royal Visit in July, 
when we plan to give Her 
Majesty and His Royal High- 
ness The Duke of Edinburgh 
a loyal Ulster welcome. 


In common with other parts of 
the British Isles we are hopeful 
that this year will see an expan- 
sion of trade which will be of 
benefit to the industries of our 
Capital City. We, in Belfast, are 
justly proud of the way in which 
our jndustries have contributed in 
the past to the prosperity and 
trade of the country, and we are 
confident that the skill and craft- 
manship of our people will faith- 
fully maintain the high reputation 
which our products have long en- 
joyed throughout the world 

It is very gratifying to know 
that the City’s contribution to a 
revival of our country’s greatness 
in the world of commerce is a sub- 
stantial one—ships which sail on 
every ocean, aircraft to link to- 
gether the far corners of the earth, 
textile machinery of all kinds, and 
linen which is world famous 
These and many other no less im- 
portant products will contribute in 
no small measure to Britain's 
prosperity. 

The civic authorities are 
always ready to welcome new jn- 
dustries to our city, and every 
facility is available in providing 
essential services such as water, 
gas, electricity and transport, the 
cost of which must be amongst 
the lowest in the United Kingdom. 

In renewing our vows of loyalty 
and devotion to our young Queen 
in this Coronation Year, the 
people of Belfast also pledge 
themselves to play a ful! part in 
maintaining and increasing the 
prosperity and greatness of her 
realm. 


J. H. Norritt, J.P., F.C.LS.. 
Lord Mayor of Belfast. 


S. Orr 


‘After the recession, 
forward to greater 
achievements’ 
it 


gives me very great plea- 
sure to send greetings to 

readers of 

WEFKLY 


ADVERTISER'S 

from Londonderry, 

the most historic and second 

City in Ulster, famed for the 

manufacture of shirts and 
collars. 


Our factories are up to date 
and a high standard of efficiency 
is maintained, During the past 
year the industry has made a 
good recovery following the 
general recession experienced in 
the textile trade throughout the 
United Kingdom, It is hoped that 
in the year to come output will 
steadily increase and that Lon- 
donderry will play its part in the 
export drive and economic re- 
covery of the Nation. 


Two plants planned 


The City is interested in 
attracting new industries in addi- 
tion to the old-established shirt 
trade and | draw attention to the 
fact that the Ministry of Com- 
merce for Northern Ireland con- 
tinues to play its part by offering 
every encouragement and finan- 
cial assistance to those proposing 
to establish new ventures, Dur- 
ing the coming year work will 
commence on two new factories. 

Londonderry has an abundant 
supply of skilled and semi-skilled 
male labour, ample rail, road and 
sea transport facilities, and its 
public utility undertakings com- 
pare favourably with those else- 
where. I extend a cordial invita- 
tion to all business men interested 
in establishing new industries to 
visit us and inspect our facilities. 

I wish prosperity to all business 
people and readers of Apver- 
riser'S Werkty in Coronation 
Year, 1953, and trust that the 
second Elizabethan period will 
be marked by even greater pros- 
perity and achievement than the 
first. 


Samuel Orr, J.P., 
Mayor of Londonderry. 
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] URING the past eighteen 

months or so there have 
been significant changes in the 
activity and prospects of 
manufacturing industry in the 
United Kingdom. On the one 
hand there have been industries 
hit by falling demand for their 
goods —for them it is clear the 
“honeymoon” of the immedi- 
ate post-war years is over and 
the old days of fierce competi- 
tion are back in earnest, or at 
least are on their way. On the 
other hand, engineering and 
similar industries have con- 
tinued to prosper, working of! 
a long backlog of orders and 
trying to cope with the re- 
armament programme — al- 
though even here competition 
is becoming keen. 

In Northern Ireland, poor trad- 
ing conditions have dogged two 
of our staple industries textiles 
and clothing, which employ well 
over one-fifth of all our insured 
workpeople —and have been felt 
by all those ancillary trades and 
services, from furniture making 
to sShopkeeping, which depend for 
their own prosperity on the 
prosperity of others. Unemploy 
ment has been high at one time 
it reached 28 per cent tn the 
clothing industry -and it is) still 
high. 

But, fortunately, the old pre- 
war pattern of persistent depres 
sion in all our main industries has 
not returned: 1952 was on the 
whole a eood year for the 
engineers, for shipbuilders and 
aircraft) workers, who between 
them account for about on 
eighth of all) insured workers 
whilst in the badly affected 
trades, in the linen, rayon and 
clothing — industries, — conditions 
have picked up in heartening 
fashion after the bad months of 
late VOSL and the first half of 
1952 

These cighteen months have, | 
think, brought home two impor 
tant lessons to those of us who 
are concerned with the industrial 
prosperity of Northern Ireland 
On the one hand, they have 
reminded us of the simple fact 
that no economy can expect to 
be sheltered completely from 
changes in world trading condi 
tions: if there is a slump in the 


‘New industries are vital to 
our development policy’ 


main textile producing areas, then 
there will be a slump in Lanca 
shire and in Northern Ireland, 
and no amount of Government 
planning or private forethought 
can provide a complete shield 


from its effects. On the other 
hand, the period has, I think, 
demonstrated the importance of 
doing what can be done in the 
way of mitigation, and has 
pointed the urgency with which 
we must tackle the problems that 
new trading conditions and 
changes in demand are bringing 
upon us. 


Our main industries in 
Northern Ireland are compara- 
tively few and they are nearly all 

textile, clothing, engineering, 
shipbuilding—of a kind that is 
peculiarly subject to these changes 
in world trading conditions. Long 
before the war the Government 
of Northern Ireland recognised 
that one practical step they 
could make towards lessening this 
subjection would be to offer in- 
ducements to firms to set up, if 
possible, new kinds of manufac- 
tures here, and this is still the 
policy to-day. 

In practice, early legislation 
was aimed expressly at increasing 
the opportunities for employ- 
ment, and all subsequent: addi- 
tions and modifications to the 
assistance offered by the Govern- 
ment in the early 1930's are 
based on this practical test of 
extra employment 

From the experience gained 
before and during the war-—when 
We were encouraged to go ahead 
by the easy adaptability of our 
workers to new processes— has 
come the present scries of Indus- 
tries Development Acts, under 
which the Government may offer 
inducements to firms to expand 
their existing factories and work- 
shops or set up new ones—in- 
ducements which. when taken 
together are, I believe, unique in 
their scope and generosity. Under 
the main provisions of the Acts. 
my Ministry may make grants or 
loans. or both, towards the estab- 
lishment of a new or extended 
undertaking, and may give assis- 
tance towards the acquisition of 
suitable premises varving from 
the provision of a site for a fac- 
tory--by compulsory acquisition 


if necessary —to building the fac- 
tory itself-—-to be let at specially 
favourable terms to the occupier. 
There is provision also for the 
exemption of industrial premises 
from payment of local rates and 
for assistance towards the im- 
provement of basic services such 
as water supplies and housing for 
key workers. 

Apart from these special provi- 
sions are all the day-to-day ser- 
vices that my Ministry can 
provide, from the sponsoring of 
import licences to arranging for 
increased allocations of scarce 
raw materials. 

During the immediate post-war 
vears the Gevernment’s policy 
has been justified by its results: 
since 1945, 180 firms have ex- 
panded their undertakings or 
started new industrial enterprises 
with assistance from my Ministry 

many of them producing goods 
not previously made in the pro- 
vince. ‘These new ventures have 
so far provided jobs for almost 
22.000 additional workers, and 
it is hoped that eventually this 
number will increase to about 
31,000. Naturally, conditions 
curing the past eighteen months 
wave made firms less willing to 
expand their business, but even 
so, 9 firms embarked on schemes 
of new or expanded production 
during 1952 with the assistance 
of my Ministry. These> schemes 
will, IT hope, eventually employ 
something like 900 workers. 

It is our hope that the Govern 
ment’s policy of industrial devel 
opment will, in the long run, helo 
so to diversify the structure of 
industry in Northern Ireland that 
the spectre of recurrent depres 
sion may gradually become less 
fearsome than in the dark years 
between the wars 

We have already done a good 
deal, but our old-established 
industries still remain the most 
important, and it was in recogni- 
tion of this that the Government 
recently introduced — legislation 
which was intended to benefit 
established industry 

It did not need very great fore 
sight to predict that sooner or 
later the post-war boom would 
come to an end. Early in 1951 
therefore. the Northern Ireland 
Parliament passed a measure 
designed to encourage established 
industries to prepare themselves 
for harder times by re-equipment 


By the Right Hon. W. V. McCLEERY, M.P., 
Minister of Commerce, Northern Ireland. 


and modernisation of their plant 
and machinery. 

The Re-Equipment of Industry 
Act, as it is called, is to a great 
extent unique in the facilities 
which it offers, and in the breadth 
of its application, which extends 
to the whole of manufacturing 
industry and is not. as in the 
case of the Cotton Spinning (Re- 
equipment Subsidy) Act in Great 
Britain, limited to one particular 
industry. Under the Northern 
Ireland Act, grants of up to one- 
third of the total cost may be 
paid on comprehensive schemes 
of re-equipment and modernisa- 
tion approved by the Ministry 
and carried out between 1950 and 
1957. 

Our aim has been to encourage 
as much re-equipment as a firm 
can afford to carry out, as quickly 
as possible, and by this means 
it is hoped that manufacturing 
industry in Northern Ireland will! 
be able to hold its own in the. 
possibly difficult, times which lie 
ahead 


Pressure 


Ihe closing date for applica 
tions under the Act is not until 
the end of this year, but already 
the response has been encourag 
ing, particularly from our textile 
firms, which realise, perhaps 
better than most, the need to 
keep abreast of the most efficient 
methods of production and cost- 
ing if they are to retain and in 
crease their share of the over 
seas market. By the end of 19§?. 
158 schemes had been submitted 
involving an estimated expend 
ture of about £8 million. The 
total Government commitment in 
respect of schemes already ap 
proved at the close of the vear is 
placed at about £1,700,000 

A government can never be 
entirely responsible for industry 
success or failure will always 
depend in the last resort on the 
ability of the men and women 
who run the factories or work in 
them—on their experience. their 
adaptabilitv. and their foresight 
I am confident that workers and 
emplovers in’ Northern Ireland 
possess these qualities to the full. 
and. given this confidence, 1 
believe that the leg’slation | have 
described is going some way 
towards softening the effects of 
external pressures Which we knew 
so well before the war 
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HEN last I wrote for 
ADVERTISER'S WEEKLY, 
our 1951 agricultural census 


showed the same tendency to- 
wards recession in agricultural 
production as was evident in 
the rest of the United 
Kingdom. 

The downward trend has con- 
tinued and the figures for 1952 
disclosed a decrease jn the area 
sown to grain crops of a further 
10,500 acres, and that under our 
principal root crop—potatoes 
of 7,300 acres. Our cattle popu- 
lation fell by 2 per cent. 

Against these drops we can set 
a rise of 18:3 per cent in the 
number of sheep and of 15-5 per 
cent in the number of pigs in the 


country on June 1, 1952, com- 
pared with the corresponding 
date of the previous year. In- 


deed our figure of 676,000 pigs 
is an all-time record. 
So, taking a broad view of the 


whole industry, | can see no 
reason for dismay. 
The statistics for our gross 


agricultural output supply one of 
the main reasons for my refusal 
tu give way to panic. Let me 
recal] that the targets set before 
our Northern Ireland agricultural 
community in 1947 for the five 
year expansion programme in- 
volved an output in 1952/53 of 
115 million gallons of milk, 
80,000 tons of beef and veal, 
§,500 tons of mutton and lamb, 
50,000 tons of pig meat and 80 
million dozens of eggs. 

For the twelve months ended 
May 31 last our output stood at 
118 million gallons of milk, 
87,000 tons of beef and veal, 
8,249 tons of mutton and lamb, 
48,500 tons of pig meat and 84 
million dozen eggs 

It will be seen that all targets 
had been reached and passed, 
with the sole exception of pig 
meat, and I have but little doubt 
that by the time these words 
appear in print our last remain- 
ing target will have been attained. 

This output has enabled us 
once again to ship large surpluses 
to Great Britain. It is hardly 
necessary to remind readers that 
al! food surplus to home require- 
ments—and where rationing still 
remains we are subject to it in 
the same way as any citizen in 
England, Scotland and Wales 
is shipped across the Channel as 
a contribution to the national 


food pool. During the calendar 
year 1952 the quantities and 
values of the main agricultural 
products shipped from Northern 
Ireland were: 
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Ulster farmers have passed production 
targets to send more food to England 


Most of our forest areas are in 
the more picturesque parts of the 
Province, but it will be appreci 
ated that in a comparatively 
small unit like Northern Ireland 


By the Rev. the Right Hon. ROBERT MOORE, M.P., 
Minister of Agriculture, Northern Ireland. 


*Ryegrass seed 
Fat cattle 
Fat sheep 
ges 
Poultry 
* Potatoes—teare 
seed 
tApples _ coe | 
Bacon and ham—edible | 
manufacturing 
Canned foods | 
tMuk—liquid 
manufactured 


4,370 tons 
200,761 head 
$18,254 head | 
41,700,000 dozen | 
5,000 tons 
126,006 tons | 
84,467 tons 
Yoo tons 
HAG, 7SY Cw. 
2,656 cwt 
25,800 tons 
6,378,412 gallons 
I quivalent of 
33,900,000 gallons 


726,276 
11,064,635 
2,004,454 
0,605,000 


1,468,062 
1,170,000 
$52,000 
8,086,006 
107,004 
3,752,000 
057,000 


2,045,000 


*Season ended July, 1052. 


One noteworthy development 
during the past year was the 
coming into force of the pro- 
visions of the Milk Act of 1952, 
under which the whole Province 
is now a safe milk area. In fact 
the only designations of milk 
which may be sold for human 
consumption in Ulster to-day are 
Grade A_ tuberculin tested or 
pasteurised milk. There are now 
some 37 pasteurising plants jn 
Northern Ireland, of which seven 
are in the Ministry’s milk depots 


and the remainder privately 
owned 
Attested herds 
Hand in hand with the safe 


milk campaign goes the Attested 
Herds Scheme, which has as its 
object the eradication of tuber- 
culosis, indeed of all disease, 
from our herds, whether they be 
dairy or beef. It will be appre- 
ciated that many of our farmers 
are interested in the store cattle 
trade, and as attestation develops 
across the Channel we must also 
progress in a similar direction or 
suffer the penalty of having our 
young animals denied entry into 
the English and Scottish eradica- 
tion areas. For this reason 1 am 
glad to say that, starting modestly 
in 1949. we have now 985 herds 
comprising 35,556 cattle attested 
and a further 206 herds in which 
there are 5,147 animals under 
supervision with a _ view to 
attestation, 

When things get particularly 
strenuous or difficult I like to 
turn to contemplation of the 
steady year by year progress of 
afforestation in Northern Ireland. 


tSeason ended May, 1052 


tYecar ended September, 1052 


with its 86,000 holdings, 60 per 
cent of which are of only 30 
acres Or under, and most of them 
family farms, the voluntary 
acquisition of land for aflforest- 
ation presents something of a 
problem. We have set for our- 
selves an eventual target of 
150,000 acres of State forests, 
but in view of the circumstance 
to which I have just referred we 
have been constrained to focus 
our attention on the marginal 
land areas with a long-term policy 
of acquiring smaller pockets of 
land than are usually associated 
with afforestation schemes just as 
these are offered in districts where 
there is a prospect of their being 
welded eventually into larger 
homogenous forest areas 

When my Ministry took over 


the functions of the Forestry 
Commissioners in Northern 
Ireland in 1922 it came into 


possession of a mere 3,800 acres 
of woodland jn three counties— 
Londonderry, Fermanagh and 
Tyrone —and a staff of one forest 
ofhcer and 25 woodmen. By 1949 
the area acquired for forestry 
purposes was 44,250 acres, of 
which 24,000 acres were actually 
planted, and the number of 
employees was 504. The annual 
rate of planting stood at 1,700 
acres To-day the area in 
possession of the Ministry 1s 
over 60,000 acres, the number of 
men regularly employed is 800, 
exclusive of administrative staff, 
the area planted is 32,400 and the 
rate of planting 2,000 acres per 
annum. ‘The forester regards his 
trees as a crop which matures in 
& given time and which, if it is to 
be a success, requires just as 


much care and attention as 
almost any other crop. 

Your true forester will have 
due regard to the areas at his 
disposal and will work out his 
rotations of planting, thinning, 
clearing and felling with just the 
same accuracy as the farmer will 
with his cereal crops. The great 
difference is that the forester's 
crop. takes much longer to 
mature, fifty to seventy years in 
the case of conifers and even 
longer in the case of hardwoods. 
For that reason I do not antici- 
pate that the annual rate of 
planting will be raised much 
above its present figure unless the 
acquisition of additional areas 
can be speeded up, 


Price review 


As | write, the annual price 
review 1S just entering upon what, 
in former years, would have been 
its most critical phase, when the 
parties gather round the table to 
decide what increased remunera- 
tion, if any, is to be given to 
farmers to make good the extra 
costs incurred in home food pro- 
duction during the preceding 
twelve months. The decontrol 
of eggs, of feeding stuffs in the 
autumn, and its possible exten- 
sion to other commodities have 
raised questions which have pre- 
occupied both farmers’ represent- 
atives and officials alike for some 
time past and are likely to do so 
for some time to come. Ulster 
farmers have welcomed Mr. 
Churchill's assurance that the 
Government stand by Part I of 
the Agriculture Act of 1947. They 
have taken still further heart 
from the statement of their own 
Prime Minister, Lord Brooke- 
borough, in the House of Com- 
mons last week to the effect that 
the Government of Northern 
Ireland will do everything pos- 
sible to ensure that within the 
general agricultural economy of 
the United Kingdom neither 
geographical situation nor other 
consideration will be allowed to 
prejudice the existing position of 


our farmers vis-da-vis those in 
Great Britain. 
With both these assurances 


Ulster farmers face the new task 
of achieving 60 per cent expan- 
sion of output as compared with 
pre-war with confidence. 
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HE Englishman may be a 

little doubtful at times 
whether to look on Northern 
Ireland as an appendage of 
Great Britain or as one of the 
outposts of the Empire. “So 
near and yet so far’ might 
have been coined for this very 
description. 


The Northern Irishman finds 
the doubt as to his status pardon- 
able, though not the indifference 
that sometimes goes with it. He 
is well aware of being a member 
of the United Kingdom and en 
joying the consequent benefits in 
trade and security. At the same 
time his roots are in Ireland and 
he has at his command some share 
of the independence of the self- 
governing dominions. 

He knows that in the course of 

every five years he will be called 
upon to gu at last once to the 
polls to eect a member for his 
own Parliament and once to elect 
one of the 12 members that Nor- 
thern Ireiand sends to the Parlia- 
ment at Westminster, His own 
Parliament cannot make peace or 
war or separate treaties with 
foreign states, and in other ways 
its powers are limited, but it can 
and does take an independent 
stand on a wide variety of mat- 
ters, (One small instance: univer- 
sity seats have not been 
abolished in the Northern Ire- 
land Parliament.) 
This is part of the essential 
background. What is equally 
important is that conditions of 
trade and life are made equal as 
far as possible to those in Great 
Britain. The Northern Ireiand 
Parliament could impose a lower 
rate of income-tax, it could give 
different social benefits, but it 
has not yet chosen to do either. 
Although food is more plentiful 
in Northern Ireland food-ration- 
ing too is kept more or less in 
line with the situation as it ob- 
tains in Great Britain. 

“Parity in taxation, parity in 
services’—-this is Northern Ire- 
land's guiding light in her rela- 
tions with the U.K. Whenever 
we are struck by differences in 
the Northern Ireland market it 
is vital to remember the striving 
for parity that colours the whole 
economic picture. 

From a marketing point of 
view Northern Ireland can be 
treated like other parts of the 
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This £120 million market is more than 
a satellite of Great Britain 


United Kingdom. Sources of 
marketing information may 
differ, but the same kind of in- 
formation jis usual.y available. 
Thus the 1951 Census was car- 
ried out at the same time as 
in Great Britain and two prelimi- 
nary reports on it have so far 
been pubiished. (There are to be 
no | per cent Sample Tables for 
Northern Ireland, as the size of 
the population does not justify 
the analysis, but full information 
on occupations, housing, etc., will 
eventually appear.) The Ulster 
Year Book is another useful 
source, containing both statistics 
and descriptive matter it 
appears once every three years 
and a new edition is due this year. 
More detailed statistics on trade, 
industry and employment are to 
be found in the Ministry of Com- 
merce Summaries and in the 
Report on the 1950 Census of 
Production. The last is an es- 
peciaily concise and clear docu- 
ment, setting forth for each jn- 
dustry figures of output, employ- 
ment, wages, etc., and capital 


expenditure. 
'HEAD-COUNTING 
The 1951 Census showed 


1,370,709 people living in the 
Six Counties of Northern Ireland. 
The first preliminary report on 
the Census, from which this 
figure is taken, gave simply the 
results of head-counting, listing 
no more than the populations 
(male and female) of each area. 
But this simple count in itself 
contained one of the most salient 
fucts about the people of 
Northern Ireland: 642,494 (47 
per cent of the total population) 
live in rural districts. 

In England, where urban stan- 
dards prevail, only 19 per cent 
of people live outside towns. 
Even in Scotland and Wales, with 
their great tracts of countryside 
and many small hamlets, the 
figure does not exceed 30 per 
cent. Besides, the Census figures 
do not tell the complete story. 
It has been estimated that nearly 
40 per cent of people in Northern 
Ireland are living outside villages 
on farms and homesteads in “the 
open countryside.” 

The situation seems even more 
remarkable when we realise that 
most of the town-dwellers in 
Northern Ireland are concen- 


trated in the two county 
boroughs of Belfast and London- 
derry, with a combined popula- 
tion of over 493,000. Outside 
these two county boroughs 73 per 
cent of the people of the Six 
Counties live in rural districts. 
In the county of Fermanagh, to 
take an extreme example, there 
is only one town (population 
6,318} and 88 per cent of the 
people live in the villages and 
countryside. Table I shows how 
the population is distributed in 
each of the Six Counties. 

The rural market in Northern 
Ireland is not only very large. 
It is also, as B. D. Copland 
pointed out in the 1952 Supple- 
ment, a market one is not in- 
clined to forego on the grounds 
that it is too expensive to reach. 
Ihe cost of reaching people is 
likely to be less than in either 
Scotland or Wales as the density 
of the rural population is greater. 
The fact that people are not as 
“thin on the ground” as in other 
regions is an important consider- 
ation for outdoor advertising. 
One may perhaps be troubled by 
the thought of so many peopie 
living outside village communities 
in isolated cottages and farms, 
but these people have to make 


By STANLEY OREANU, 
of Research Services Ltd. 


regular visits to the villages and 
towns if only to do their shop- 
ping. We may also take encour- 
agement from the fact that the 
concept of “marketing centres,’ 
based on answers to the question 
“What place do you most com- 
monly visit when you go else- 
where than to your nearest shop 
or village?” appears to have as 
much reality for Northern Ireland 
as for the rest of the United 
Kingdom. 


INTO BELFAST 


A century ago the Northern 
Irish countryside as a whole was 
far more thickly populated than 
it is now. In the course of time 
people have moved away from 
the mountainous districts and 
from other parts of the country 
that are not served by the main 
transport routes. The industry 
of Belfast attracted many of those 
who left their homes. Through- 
out all the vicissitudes of difficult 
times the movement towards 
Belfast continued. Now the city 
and the built-up areas around jt, 
referred to in the Census as 
“Belfast City and Environs,” have 
a population of 511,000. 

Belfast, unlike some other 


I—POPULATION DISTRIBUTION, TOWN AND COUNTRY 


Towns of Towns of 
Total | 10,000 5,000 Remainder 
Population| and more | and more Urban Rural 

County Antrim 231,099 | 40,919 (3 8.650 (1) 1! 5,874 (5) 165,656 
County Armagh 114,226 | 33,383 (2 0,279 (1) 2,857 (2 
County Dowr 241,105 | 46,1 16 (3) 12,414 (%) 17,86! (6) 
County Fermanagh 53,040 | — 6,318 (1) — 
County Londonderry 105,421 10, 748 — 6,742 (2) 
County Tyrone 182,049 


Belfast C.B. 
Londonderry C.B. 50.099 | 


443,670 | 443,670 
| 50,099 


Northern Ireland 
% | 


| 1,370,709 | 6% “ oa 35 (11) 
| 100 


| 
| 
a 19,056 (3) | 4,221 (1) 
| 46% 35% 46-6% 


55,717 (8) | 47,563 | 642,494 


Il—POPULATION OF BELFAST CONURBATION 


Area 


Belfast Co. Borough 

Co. Antrim area comprising : 
Belfast R.D 
Dunmurry D.E.D. 
Malone D.E.D. 

Co. Down area comprising : 
Castlereagh R.D 
Breda D.E.D 
Edenderry D.E.D. 


TOTAL 


| Gain (+) or 
} Population loss (-—) 

| 937 1951 1937-51 
438,086 | 443,670 ' + 5,584 

| 22,138 | 41,165 + 19,027 

| 13,838 26,216 + 12,378 

| 474,062 | 511,051 + 36,989 


(R.D, = rural district. D.E.D, = district 


electoral division, equivalent to a parish.) 
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INI—AGES OF THE POPULATION 


} 
Tot | % | Men | % | Women | % 
0-15 400,703 29-2 204,706 307 | 195,997 |} 279 
16-44 561,331 409 | 274,072 | 410 287,250 40-8 
45-64 || 273,884 200 | 125,278 19-2 145,606 20-7 
65 and over 135,015 99 | 60,765 | 74,250 | 106 
TOTAL |*1,370,933 | 1000 | 667,s21 | 100-0 } 703,112 100-0 


*Adjusted total in Second Preliminary Report on the Census. 


Note.—Since 1937 the proportion of pe 
91% to 9-V%. 


yple aged 65 and over has increased from 


VI—INDUSTRIAL EMPLOYMENT (1950) 


Males Females Total 
Trade Group 1,000's 1,000's 1,000's 
Textile oon sian one «| 25(20 44 (54 70 (33 
Clothing ee aa i 3 (2% 23 (28 26 (13 
Food, drink and tobacco | 13 (10% 7 @ 20 (9 
Engineering, metals ... ; dine 41 (33% | 3 (3 44 (21 
Building, contracting, etc. ... -. | 20(22%) | 1 (2 | 30 (14 
Paper, prnting, etc oa ‘ 3 (2%) | : & 4 (2 
Chemucal and miscellaneous | 2 (2%) 1 (2 | 4 (2% 
Public utilities niall’ | 12 (9%) | * (1%) | 12 ©%) 


_ (*Less than 500, All figures are rounded 
in the totals.) 


conurbations, has grown not by 
the linking together of several 
towns, but by the expansion of 
a single centre into the surround- 
ing countryside. The city has far 
outgrown its technical boundaries 
and in recent years it has swollen 
still further. Table II makes it 
plain that the gain in population 
since the last Census has taken 
place im the formerly rural areas 
of County Antrim and County 
Down. 


YOUNGSTERS 


The second preliminary report 
on the Census, dealing with ages, 
throws some interesting light on 
the population of Belfast. 
Although the total number of 
people living in the centre of the 
city (that is within the County 
Borough itself) is up by 5,594 
since 1937, there has been a fall 
in-the number of young people 
between the ages of 10 and 39 
amounting to 23,410. The main 
reason for the fall is no doubt a 
movement of young couples into 
the new areas on the outskirts of 
the city. It may need a more 
complex set of social circum- 
stances to explain why the num- 
ber of younger children has not 
decreased. 

The publication of the report 
on ages gives us accurate and up- 
to-date information about the 
size of the adult and child mar- 
ket. There are almost exactly 
970,000 adults (age 16 and over) 
in Northern Ireland, of which 
463,000 are men and 507,000 are 
women. From a marketing point 
of view it would be interesting to 
know how many of these women 
are housewives. We shall have 
to wait some time yet for the 
official figures; in the meantime 
we cannot do better than calcu- 
late from the estimated number 
of private dwellings. This would 
put the number of housewives at 
roughly 350,000. 

When we look at the child 
market we find the same pattern 
as in the rest of the U.K. Boys 
outnumber girls, although adult 
women outnumber adult men. 
Since children amount to only 


to nearest 1,000 -hence slight discrepancies 


just over a quarter of the popu- 
lation, the actual difference in 
numbers between boys and girls 
is not very great. ‘There are, in 
fact, 8,700 more boys. 

Northern Ireland also follows 
the rest of the U.K. in having an 
increasing proportion of old 
people with 9-9 per cent now 
aged 65 or over (Table Ill). 

Let us now look at the econ- 
omic picture presented by the Six 
Counties. Our best starting-point 
is the size of personal incomes, 
and we have as a source the 
annual report of the Commis- 
sioners of Inland Revenue. The 
tetal of all personal incomes 
(before tax) in Northern Ireland 
was nearly £119 million in 1949- 
50, the latest year for which 
figures are available, and will 
probably be well in excess of 
£120 milion in the current year. 
this includes income from pro- 
perty as well as all kinds of earn- 
ings and profits. (Some of the 
income from property is more or 
less fictional, since it is based on 
the occupation of land not used 
commercially, but the amount 
involved is no more than a frac- 
tion of £23 million, the total for 
all property.) 


The average size of incomes 
varies in different parts of the 
country. In the east around 


Belfast incomes are up to £1 a 
week higher than in the pre- 
dominantly rural south and south- 
west. 


INCOMES 


What may interest the market- 
ing man more than average in- 
comes is the number in each 
income bracket. Table IV shows 
that except in Antrim and Down 
(which include the Belfast area) 
the majority of incomes are 
below £5 a week. 

Behind these figures lies the 
kind of market with which we 
have to deal. In the countryside 
the accent is on owner-occupiers 
and their families working small- 
holdings. And 63 per cent of 
all holdings are no bigger than 
30 acres. Large farms are a 
rarity. Only 6 per cent of all 


holdings are over 100 acres, 
compared with approximately 20 
per cent both in Scotland and in 
England and Wales. However, 
the Ulsterman’s holding, small 
though it may be by comparison, 
is generally a going concern. 
There are few of the tiny strips 
ef land yielding a bare pittance 
that one finds among European 
peasant communities. 


Except on the largest farms, 
almost all the work is done by 
owners and their families without 
additional labour. Labourers 
working for a wage number only 
10 per cent of all the people per- 
manently occupied on the land. 


The Northern Ireland = small- 
holder may earn no more than 
the English umskilled  farm- 


worker, and in many cases less, 
but any assessment of him must 
also take into account a different 
outlook towards the land and 
different values. 


Lest we are tempted to think 
vf Northern Ireland as a mainly 
peasant country it is worth noting 
that only about half the men 
living in rural areas gain their 
living from the land. Industry 
absorbs many of the rest. To 
find work in industry a man is 
likely to have to go to Belfast, 
for over half the country’s indus- 
trial output and employment are 
concentrated within the boun- 
daries of the County Borough. 
There is a second, smaller con- 
centration in the County Borough 
of Londonderry. At the other 
end of the scale, two of the Six 
Counties, Fermanagh and Tyrone, 
between them share only 5 per 
cent of Northern Ireland's indus- 
try and at the present time offer 
employment to not many more 


1V—PERSONAL INCOMES 


| 


| Range of incomes 
ler 
| Under 


Loo Over | 
County L250 > £500 | 4500 | Total 
p.a p.a p.a. | 
% . FF 
Antrim* 30 is | 13 | 100 
Armagh no 3 ® | 100 
Down Leu mia! i 100 
Fermanagh | 5s 31] (Cd 100 
London- | | 
derry f6 th a 100 
Tyrone 56 “4 10 100 
TOTAL) 44 | 45 | 11 100 


*Takes in most of Belfast and therefore 
includes well over half the incomes of 
Northern Ireland. 


V—GEOGRAPHICAL DISTRI- 
BUTION OF INDUSTRY (1950) 


| Percentage 


County or | Percentage of total 
County | of total of persons 
Borough | met output employed 

Belfast County | 
Rorough (2-1 m4 

Londonderry 
County 

Borough | | 5-3 
Antrim | 11-0 11-6 
Armagh | 64 79 
Down | “4 | 75 
Fermanagh 07 09 
Londonderry 20 | 20 
Tyrone | 45 | 41 

Not disting- | 
uishable* | 28 | 23 
| 100-0 | 100-0 


*Railways, G.P.O., etc. 
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than ten thousand men and 
women all told. Table V shows 
the proportionate amount of in- 


dustry in each of the Six 
Counties. 

The manufacture of linen 
goods is justifiably one of 


Northern Ireland's most famous 
industries. In the past Ulster’s 
prosperity depended heavily, too 
heavily as hard experience 
showed, on the uncertain fortunes 
of the linen trade. Nowadays 
linen manufacture accounts for 
20 per cent of industrial employ- 
ment, and altogether 46 per cent 
of persons in industry are en- 
gaged in manufacturing textiles 
or clothing. (See Table VI.) 


EBB AND FLOW 


Over the years industry has 
become much more diversified 
and better able to withstand the 
unpredictable ebbs and flows of 
wor.d markets. The textile in- 
dustry, for instance, has been 
broadened from its at one time 
overwhelming concentration on 
linen to handle a wide variety of 
goods from carpets to nylon 
lingerie. ‘The engineering indus- 
try too has been broadened and 
increased considerably in size. 
Heavy and light engineering have 
both felt the gain, with new 
works producing _ aircraft, 
machinery, electrical equipment, 
optical goods and a host of other 
things. 

This growth of engineering 
is an especially welcome feature 
of the Northern Ireland market, 
for earnings are higher in engin- 
eering than in any other indus- 
trial group. Northern Ireland is 
making strenuous efforts to get 
more engineering work, especi- 
ally through a larger share in 
re-armament contracts. 

Firms doing business with 
Northern Ireland are impressed 
by the country's volume of trade. 
In it they see a healthy sign of 
economic stability. Irish linen is, 
of course, known in every part of 
the globe, and there are also 
very substantial exports of other 
textiles, of other manufactured 
goods ranging from cigarettes to 
aircraft and of food from Ulster 
farms. 

The links between Northern 
Ireland and the rest of the United 
Kingdom are as strong in trade 
a» they are in every other respect. 
The flow of goods to Great 
Britain totalled well over £170 
million in 1950 and the flow the 
other way was equally strong. 
Great Britain benefits in her own 
external trade from this traffic, 
as some goods she receives from 
Northern Ireland form the basis 
of exports to other countries of 
the world. 

Yet Northern Ireland does not 
merely function as a satellite of 
Great Britain. She has a great 
and growing independent trade 
of her own with other countries 
Indeed the proportion of 
Northern Ireland's exports that 
go direct to hard-currency areas 
is greater than for the United 
Kingdom as a whole. 
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ENGLMLLAMG 
P2o-Hucts 


INDUSTRIAL DIESEL ENGINES 


H & W 2-stroke opposed-piston engines up to 4,800 b.h.p. 

and H & W 4-stroke engines with or without pressure 

induction as Diesel or dual fuel engines up to 1,850 b.h.p. 
All engines can be supplied as complete power units with AC 


ators of our own manufacture thus ensuring 
&g 
ibility for the combined power unit 


COMPRESSORS 


H & W - Cooper - Bessemer electrically or engine driven 
compressors for compressing any gas to any pressure 
up to a maximum of 6,000 Ibs. per sq. in. and compressors 
driven by V type gas engines covering a range of 250 h.p 
to 2,500 h.p 


ELECTRICAL EQUIPMENT 


H&W AC and DC generators, motors and 
associated equipment, also control gear, switchboards, 
winches, etc. - for all industrial or marine 


auxiliary purposes. 


STRUCTURAL STEEL CONSTRUCTION 
GENERAL ENGINEERING 
IRON AND BRASS FOUNDRY WORK ETC. 


iries: Queen's Island, Belfase 
BELFAST GLASGOW LONDON 
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rus year promises to be a 
very important one for the 
Queen’s Island shipyards of 
Harland & Wolff Ltd. 

In the first place it is a centen- 
ary year, for it is exactly one 
hundred years since the first 
berth was constructed on the 
Queen's Island for the purpose 
of building iron vessels. 

Sir Edward Harland joined the 
newly formed company a year 
later and bought the small ship- 
yard from its original owner, Mr. 
Robert Hickson in 1858 for 
£5,000, and in 1861 Mr. Wolff 
joined Sir Edward as a partner. 
But although the firm of Harland 
& Wolff has not been in existence 
since 1853, the Queen's Island 
can celebrate its centenary as the 
birthplace of ocean-going iron 
and stee! ships, and that is a vit- 
ally important matter for Belfast. 
It means that for exactly a cen- 
tury, men in_ gradually but 
steadily increasing numbers 
(apart from occasional periods of 
slump) have come to the Queen's 
Island to work at building ships 
and have returned with their pay- 
packets to their homes in the 
nearby city. 

Belfast mills and factories can 
provide for many thousands of 
women workers, but finding work 
for skilled men in large numbers 
has not been easy in this young 
city which in one and a half cen- 
turies has increased its popula- 
tion from a mere 20,000 to nearly 
half a million. 

That is why the Queen's 
Island centenary is of such im- 
portance to Belfast and explains 
why the continued prosperity of 
Harland & Wolff Ltd. is so vital 
to the male workers in this young 
capital of Northern Ireland. 

Another reason why this year 
is an important year for the 
Queen’s Island is that there is a 
strong feeling in shipbuilding 
circles that the supply of steel 
will not only improve this year 
but that rationing of steel may 
even completely disappear! 

This news seems almost too 
g00d to be true but the fact is 
that the national stee! production 
figure is going up this year and 
there are high hopes that before 


the year ends there may be 
enough for all. 

The prospective increase in 
available supplies during the 


coming year may be of the order 


of two million ingot tons—which 
should be more than ample to 
meet the requirements of all the 
programmes at home. 

There is no need to underline 


the importance of this promise 
of improved steel supplies to the 
Queen's Island management and 
workers, for the eighteen large 
building berths at the “Island” 
together with the huge engine 
works, the electrical works, the 
structural steel works, and the 
repair works, need many thou- 
sands of tons of steel pouring 
into the delivery wharves at 
Belfast to keep the whole estab- 
lishment going in a_ properly 
balanced manner. 


Planned output 


A high rate of output in one 
department is of little value if 
production is lagging behind else- 
where, and that has been one of 
the major difficulties in the 
months gone by. Not only had 
one to try and plan the output 
of this, the world’s largest ship- 
vard, on only half the stee] which 
it could use, but, in addition the 
management had to try and share 
out this meagre allowance by 
spreading it as equally as pos- 
sible, from period to period, over 
eighteen berths, as well as for 
ships fitting out and being pre- 
fabricated prior to keel laying. 

The fact that the Belfast ship- 
yards and engine works achieved 
the output they did under these 
difficult conditions speaks 
volumes for the efficient planning 
of this vast organisation from the 
managing director down to the 
stee] man in the stockyard. 


Another job finished at Belfast 


Hope of more steel makes Coronation 


prospects bright for the shipyards 


the 


But all that is past and it is 
with a feeling of confidence that 
we all look to the months ahead 
in this important Coronation 
year. 

And that leads us to the third 
reason for considering this a big 


year for the Queen's Island. The 
“Island's” links with London and 
the Crown have always been 
strong. The “Island-men” will 
rejoice in their young Queen's 
Coronation for they have wel- 
comed her in the yard on two 
occasions in recent years when 


we knew her as a talented and 
gracious Princess. Her appear 
ances at the “Queen's Island” (so 
named after her great-great 
grandmother) were to launch a 
flying-boat and to launch the 
Royal Navy's newest, largest and 


fastest aircraft-carrier, H.MS 
Eagle. 
This vear'’s rejoicing is also 


concerned with the opening of a 
new shipbuilding works at Belfast 
for the Admiralty. This new 
works might almost be regarded 
as a reward for the “Island 
men’s” loyalty when considered 
in conjunction with the large 
amount of work which the 
Admiralty have placed at the 
Queen's Island 


The announcement 
year by the Prime Minister of 
Northern Ireland, that Harland 
& Wolff were to be entrusted by 
the Admiralty with the construc 
tion and management of a new 
Naval Yard on the north side of 


made last 


the river, was received with 
general satisfaction in loyal 
Ulster. This most recent exten 


sion of the firm's activities is a 
further tribute to the high quality 
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liner “Edinburgh Castle” ready 


for launching. 
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By Dr. DENIS REBBECK, C.B.E., 
director, Harland & Wolff Ltd. 
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of Queen's Island workmanship. 

But it is not only for the Royal 
Navy that Harland & Wolff Ltd. 
is building ships. In addition to 
the aircraft carriers Centaur 
and Bulwark at the fitting-out 
quays and to new naval tonnage 
not yet laid down, the firm ts 
building a vessel for the Austra 
lian Navy and fitting out an air- 
+ carrier for the Canadian 

Navy, H.M.C.S. Bonaventure. 

It was announced a short time 
ago by the Admiralty that ar 
rangements had been completed 
for the purchase by Canada of 
an acraft carrier from the 
United Kingdom to replace 
HMC S. Magnificent (also 
Belfast built) and now on loan 
to Canada from the Royal Navy. 
This new warship—H.M.CS. 
Bonaventure—is one of the 
Majestic class of light fleet car- 
riers laid down at the end of the 
war. Her construction was sus- 
pended. but now with the resump- 
tion of work on the carrier, plans 
have been revised to provide for 
a completely modern — ship. 
Modifications will include 
strengthening of the flight deck 
and elevators and improvements 
in deck arrester gear. 


Jet launching 


The new British steam catapult, 
capable of launching jet and heavy 
types of aircraft, will be fitted 
This catapult has proved itself 
capable of launching jet fighters 
from an aircraft carrier even 
when it is headed downwind at 
sea, and, also, in certain circum- 
stances, of doing so when lying 
alongside in a dock. Normall 
carriers must turn into the wind, 
and may have also to increase 
speed to launch aircraft. Accord- 
ing to reports from Ottawa the 
Bonaventure will not be com- 
missioned until 1956, indicative of 
the amount of work involved in 
carrying out the alterations which 
will enable a light fleet carrier to 
operate the latest jet aircraft. 


Belfast can also look with grati- 
fication at the merchant ship 
order book at the Queen’s Island 
which is a long one, and, we 
might say. a strong one. Long. 
because it represents several years’ 
work. and strong because it in- 
cludes a number of passenger 


Continued on page 10 
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t Shipbuilding : 


Continued from page 9 


vessels—vessels for which the 
Queen's Island has always been 
renowned, 


Prominent among the large 
passenger vessels on order ig the 
new 20,000 ton liner to be built 
for the Shaw Savill] and Albion 
Co., Ltd. This important vessel 
will have her machinery fitted aft, 
the first British passenger vessel 
with propelling machinery so 
fitted. Another unusual feature 
of the vessel will be the absence 
of any facilities for the carriage 
of cargo. The placing of the 
machinery aft left a much larger 
proportion of the hull free of 
machinery space uptakes and 
casings, in which can be laid out 
a continuous sweep of public 
rooms, cabin accommodation with 
central alleyways on five decks, 
and a clear sun deck unobstructed 
by funnel casings. 


Since 1870 


It is fitting that a passenger 
vessel of this revolutionary design 
should be laid down at the 
Queen's Island where so many 
epoch-making liners have been 
designed and built from the first 
Oceanic in the year 1870. 

There are at present over forty 
vessels in hand, and on order, 
representing about 450,000 tons 
gross, at the Harland & Wolff 
yards and these include passenger 
liners for the Peninsular & 
Oriental Steam Navigation Co., 
the Pacific Steam Navigation Co., 
and the Shaw Savill & Albion 
Co., Lid.: two 32,000 tons dead- 
weight oil tankers for the British 
Tanker Co., Ltd., and two 31,000 
tons deadweight tankers for the 
Anglo-Saxon Petroleum Co., Ltd.: 
ten tankers (almost 160.000 tons 
deadweight) for Norwegian 
owners, and a number of other 
tankers. cargo ships, and refrig- 
erated cargo liners, as well as 
cargo-passenger vessels and naval 
units. 

The 1953 launching programme 
commenced with a tanker, the 
m.t. Harpa, an 18,000 tons 
deadweight oil tanker for the 
Anglo-Saxon Petroleum Co., Ltd., 
which entered the water on Janu- 
ary 29. 

The 1952 output for the Belfast 
works amounted to fourteen ves- 
sels, totalling 130,781 tons gross 
and marine engines of 131.350 
ind cated _horse-power. This 
compared with ten vessels total- 
ling 118.554 tons and marine 
engines of 85.595 indicated horse- 
power in 1951, the largest for any 
Brtish yard in both years. Just 
how much larger these figures 
would have been had there not 
been a severe restriction of steel 
supplies can be well imagined. 


It is. therefore, with hieh hopes 
that the Queen's Island enters 
this Coronation Year and surges 
forward to even greater achieve- 
ments. 


MakcH 26, 1953 


Hard fight to hold—and expand— 
world markets for Irish linen 


ROYALTY and royal occa- 
sions have in the course 
of its history influenced the 
Ulster linen industry. Queen 
Elizabeth I thought well 
enough of it to order it to be 
put on a_ business _ basis. 
William IV founded it as an 
industry. Its prosperity in the 
nineteenth and early twentieth 
century owed much to the 
patronage of Queen Victoria's 
court. 

it would be pleasant to pursue 
this train of thought, but not 
particularly profitable, The 
history of Irish linen is a long 
and fascinating one. ‘There are 
always people who in an excess 
of enthusiasm will begin it with 
the tombs and shrouds of the 
Pharaohs. But in 1953, with the 
expectation of a Coronation 
tourist trade at home, the need 
to maintain trade in the Ameri- 
can market, to compete in the 
newly-opened Australian market, 
to win back the restricted South 
American market, not to mention 
competition in the home market, 
and all this against the back- 
ground of the cheaper synthetic 
fibres, it is not surprising that 
those who have the good of the 
Irish linen industry at heart 
should feel it is not the time for 
history. 

Linen, like the other main 
British textiles, has suffered a 
decline in exports in 1952, and 
in the home market it is con- 
stantly challenged by the syn- 
thetic fibres. But world demand 
for the flax fibre shows no sign 


Boxes of Irish linen being packed for export. 
different methods of promotion are used in the many markets where 
Irish linen earns foreign currency for Britain. 


By a CORRESPONDENT 


of declining. World flax produc- 
tion is now no lower than at any 
time in the past thirty years. 
Although flax crops in Western 
Europe have had to concede 
something to the higher prices 
offered for food crops, Russian 
flax production in particular is 
probably the highest on record. 

Linen, it has too often been 
said, is a vegetable with all the 
qualities of a thing that grows. 
As a cloth it is almost indestruct- 
ible. Its natural lustre stands up 
to any amount of rough handling 
and lasts as long as the fabric 
itself. Linen is in fact a prestige 
cloth which combines some 
homely qualities like quick dry- 
ing and non-fluffing with a 
distinguished appearance. It is 
adaptable; tents and _ tailoring, 
couture and sheets, rich damasks 
and boot laces are only a few of 
its uses. 

By its nature it is a cloth which 
is slowly produced, and ideally its 
production would be a country 
craft. Some of the processes are 
temptingly pastoral, Undoubtedly 
bleaching in the open air was 
the ideal way of making a web 
of linen white. But sun and rain 
are unevenly distributed in 
Ireland, and for general purposes 
open air bleaching has been re- 
placed by chemicals long ago 
witheut any loss of quality in the 
finished cloth. In miany other 
aspects of linen manufacture to- 
day nature challenges the tech- 
nologist. The problem is to 
mechanise processes which often 
resist mechanisation and to mech- 
anise without destroying the 
characteristics which natural con- 


Different packs and 


ditions induce. And so in 1953 
the hopeful signs for the linen 
industry will found in the 
work of its Research Associa- 
tion as well as in its long and 
honourable history. 

Much has been achieved by re- 
search. The resistance of strong 
afd resinous linen yarn to the 
delicate mechanisms of the auto- 
matic loom has been completely 
overcome. The old problem of 
wet floors and humidity in the 
wet spinning rooms has been 
solved by enclosed troughs in the 
frames. The introduction of con- 
tinuous dyeing machines by at 
least one important linen firm has 
increased output and colour fast- 
ness, and its introduction has 
emphasised the growing impor- 
tance of modern colour trends 
in both household and dress 
linens. 

In the finishing department the 
Research Association has con- 
tinued experiments into improved 
finishes specially adapted to the 
structure of linen cloth. In their 
current collections the couture 
houses have shown that linen is 
an important fashion cloth, but 
its future in this sphere depends 
a good deal on the efficiency of 
the crease-resisting finish. 

As important in its way as the 
technical advances is the growing 
co-operation between the technol- 
ogist and the manufacturer, and 
the Research Association has 
reported hopefully in the recent 
months on the work done by its 
specialist staff under factory con- 
ditions. 

During 1953 there were some 
significant developments in the 
merchandise aspect of the trade. 

Irish linen has made its reputa- 
tion on white damask tablecloths, 
napkins and traditional white 
glass cloths with the coloured 
band down the middle. 

Largely under the influence of 
American demand between 1945 
and 1950 the industry had to 
change its views about colour in 
the exvort field. Now. with an 
expanded home market coloured 
linens have come as a pleasant 
surprise to the pre-war genera- 
tion of buyers and also to the 
new generation who have heen 
less familiar with Irish linen. 

In the past year there have 
been some particularly successful 
table schemes. especially in place 
mats and nankins. and these are 
likely to develop as more 
coloured crockery comes on to 
the market. 


If any Trish linen manufac- 
Continued on page 24 
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GOVERNMENT OF NORTHERN IRELAND 


A Message to Manufacturers 
NORTHERN IRELAND 


An integral part of the United Kingdom 


CAN OFFER YOU 


@ A Government Factory 


On specially favourable terms. 


@ Financial Assistance Towards the building of your own 


factory, or towards the purchase or 
transfer of plant and machinery. 


@ Exemption from Rates Local authorities have power to exempt 
from rates, for a period of ten years, 
premises occupied by financially assisted 


undertakings. 
@ Housing Priorities 


For your key workers and technicians. 


@ Power Supplies 


Freely available at reasonable rates. 


@ Labour In December, 1952 over 45,000 men and 
women, many skilled in their own trades, 
were looking for work. You can help 
them to find it—and so help yourself. 


FOR THESE AND OTHER ADVANTAGES PLACE YOUR NEW 
PRODUCTION UNIT IN 


NORTHERN IRELAND 


For details write to 
THE SECRETARY, INDUSTRIAL DEVELOPMENT DIVISION, 


THE MINISTRY OF COMMERCE, CHICHESTER STREET, BELFAST 
TELEPHONE BELFAST 28271 OR CALL IN PERSON 
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In 1951 Uister’s tobacco industry processed 


£81-million-worth of imports 


OR over 150 years Ulster 

has been associated with 
the manufacture of tobacco, 
and for many years the 
words “Irish Roll” have been 
synonymous with the highest 
quality pipe tobaccos. 

In 1857 what is now one of 
the world’s largest tobacco fac- 
terics was Started in Belfast by 
the late Thomas Gallaher. In 
1950 a new bonded warehouse 
having a capacity of nine million 
pounds of tobacco was completed 
by the Gallaher organisation. 
This large building is complete 
with air conditioning and mech- 
anical handling equipment, Prior 
to manufacture, tobacco is nor- 
mally matured in these bonded 
warehouses, a process which may 
last two or more years. It is 
always under Customs super- 
vision, and duty is paid on the 
leaf when it leaves the warehouse 
for manufacture. 


Skilled buying 


Some idea of the size of 
Ulster’s tobacco industry can be 
gained from the value of tobacco 
imports, which in 1951 amounted 
to nearly £84 million. The main 
sources of tobacco leaf are the 
United States, Canada, South 
Africa, Rhodesia, Nyasaland, and 
India. The majority of the 
tobacco crop is sold by auction, 
and particularly in the U.S.A., 
these auctions have become 
highly specialised. Considerable 
skill and training is required for 
a buyer to participate in these 
sales, as the rate of bidding and 
offering is extremely fast, and is 
carried out in a peculiar sing- 
song manner by the auctioneers. 

When tobacco is withdrawn 
from the bonded warehouse for 
manufacture, varying quantities 
are weighed from packages from 
different countries of origin and 
of different grades to make a 
blend—in most well-known 
cigarette brands the blend con- 
tains upwards of 30-40 different 
grades. 

The first process is to steam the 
tobacco to release it from its 
very dry state and make it pliable 
and capable of handling. Then 
it is ready for stemming, which 
consists of the extraction of the 
centre stalk of the leaf. This 
operation is done by hand or 
machjne, according to the type of 


tobacco and manufacturing re- 
quirements. 

The stem, having been separ- 
ated from the leaf, the tobacco 
is then blended carefully to en- 
sure even distribution of all the 
grades. This is done in large 
piles on the floor of a specially 
conditioned room, and the to- 
bacco lies for some 48 hours 
before the next process which is 
cutting 

Cutting takes place in high 
speed machines, which shred the 
tobacco evenly with an average 
of about S50 cuts per inch. This 
process is very important and the 
ureatest care has to be taken to 
ensure perfectly sharp knives, 
otherwise the tobacco may be 
bruised or the cut may become 
coarse. 

After cutting, the processed stem 
is added to the cut tobacco, and 
the mixture 1s fed into large dry- 
ing machines which extract the 
surplus moisture Ihe moisture 
of tobacco in all the stages of 
manufacture 1s very important, 
and to ensure the highest effici- 
ency ir this respect the factories 
are fitted with air-conditioning 
plants which give manufactured 
air to each department according 
to the requirements of the pro- 
duct at each particular stage. 


Having been dried, the tobacco 
stands in skips for a further 48 
hours before it is ready for 
making into cigarettes. Cjgarette- 
making machines are very com 
plicated and since their introduc- 
tion about half a century ago 
they have made enormous strides 
towards perfection, which is, of 
course, the consistent filling of 
each cigarette, good printing of 
the name, and the clean cutting 
of the ends. At the same time 
the seam must be properly stuck 
down. 

The tobacco is placed in a 
hopper and is drawn over a 
carded drum against which brush 
two other drums, and these dis- 
card any surplus. 

High speed rollers, called 
picker rollers, flick the tobacco 
from the main drum on to a band 
on which the tobacco lies in a 
“carpet.” From the carpet the 
tobacco is discharged by means 
of a series of rollers to another 
band which delivers it into a 
strip of paper, this paper having 
previously come from a bobbin 
en route from which it had been 
printed with the name of the 
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By PETER SCOTT, 
publicity manager, Gallaher Ltd. 


brand 
then enter a 
forms the cigarette and at a point 
in the middle of the garniture 
one edge of the paper meets a 
wheel which applies a smear of 


The paper and tobacco 
garniture which 


paste. The remaining section of 
the garniture seals the sticky edge 
of the paper, thus forming a 
continuous rod of a. cigarette, 
which is finally dried by means 
of a heater. The rod enters a 
tube in the centre ef which there 
is a gap which permits a wafer 
knife to cut the rod, producing 
up to twelve hundred cigarettes 
per minute. 

The cigarettes are placed by 
girls into trays, and the trays are 
put in trolleys which are taken 
to a drying room where the 
cigarettes are dried overnight to 
the moisture at which they burn 
best. 


Packing 


the following day the cigar- 
ettes are issued to the packing 
machines which again are very 
complicated. After being exam- 
ined the cigarettes are placed in 
a hopper from the base of which 
they are conveyed ten or twenty 
at a time. A strip of foil is 
folded round the cigarettes as 
they pass along this conveyor and 
the bundle passes into the slide 
of the packet; the slide, having 
taken up its position around the 
bundle, moves off at right angles 
and the outer part of the packet, 
known as the shell, is placed on 
the cigarettes by means of a 
special suction arrangement. 

Thence the packets are dis- 
charged from the machine at the 


Cigarette production in Northern 
Ireland: Part of the Gallaher 
factory. 


rate of up to 150 packets per 
minute 
Subsequent operations include 
placing the Cigarettes in outers or 
bands, and case packing. 
Manufacture of pipe tobacco 
falls under several headings, but 
these can be condensed into two: 
(a) bar and twist, and (b) fancy, 
i.e. flakes, shags, mixtures, etc. 
The process for all these in 
the early stages is not dissimilar 
iv that for cigarette manufacture 
the first operations being to 
steam and to extract the stem by 
hand. 


For bar and twist manufacture 
the larger leaves are specially 
selected for “wrapper” and the 
smaller leaves are known = as 
“filler” and the wrapper in due 
course is placed round the filler. 

In the case of bar tobacco, a 
cake of filler is made and it is 
pressed under pressure up to two 
tons for a period of four to five 
days, and then the cakes are 
taken out of the press and cut 
into bars. These bars are then 
wrapped with the special leaves 
and a further series of pressing 
takes place over a period of up 
to ten days, when the tobacco is 
ready for smoking. 

In the case of twist tobacco, 
the filler and wrapper tobaccos 
are spun on a spinning machine 
and kneaded together with pure 
olive oil. After spinning, the 


Continued on page 24 
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Blazers of the trail 


A hundred and twelve years is a long time. Having 
carried on in the same trade for that period, 
White, Tomkins & Courage, Limited feel entitled 
to indulge in an occasional reminiscence. 


It is only during the last half-century, for example, that 
proprietary packaging has become a commonplace—adopted 
by responsible manufacturers as an insurance against 
adulteration, substitution, infringement, short measure, etc. 
—accepted by consumers as a pledge of continuity of quality 
and a means of distinguishing between best and second-best. 


BUT long before this century opened—in mid-Victorian days, in fact— White, 
Tomkins & Courage Limited were marketing White’s Wafer Oats and other products 
all complete in distinctive packets with registered trade marks—and advertising them. 


The firm lays no claim to the parentage of modern 
marketing but they were assuredly among the early 


pioneers. What evoked this foresight? Nothing but 3 WHITE’S WAFER OATS : 
the determination always to supply foods of the finest 7 m FLAKED RICE | 
possible quality, and to make sure that these foods : » TAPIOCA FLAKES 
reached the public fresh and uncontaminated. - BRISKIES: R.S.O. FOOD ; 

WHITE’S JELLY CRYSTALS 


: TABLE CREAMS | 
WHITE, TOMKINS 
& COU Ww AG E, LT D ESSENCES, FLAVOURS. 

7 i  & COLOURS for bakers, 
_ sweet manufacturers: 
mineral water trade, etc. : 


BELFAST : LONDON : LIVERPOOL 
TANDRAGEE: REIGATE Established 1841 
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FOOD PRODUCTION IN NORTHERN IRELAND 


NE of the most remark- 
able industrial develop- 
ments of recent years has been 
the growth of the food pro- 
cessing industry in Northern 
Ireland. 

It is perhaps not surprising 
that a community which is 
principally agricultural should 
turn its attention to means of 
processing and preserving its 
surplus produce, and yet food 
processing on a large scale mn 
Northern Ireland dates back 
only to as recently as the mid 
1930's. 

Principal pioneer of this in- 
dustry was R. Clement Wilson 
who established a processing fac- 
tory at Newforge, Belfast, in 
1930. Prior to 1939 there were 
only two canneries in operation 
in Ulster. The war, naturally 
enough, provided a great 
stimulus to the canning and pre- 
serving of foods, The increased 
demand for tinned goods led to 
the establishment of a further 
three canneries, and the develop- 
ment has continued progressively 
ever since until now there are 16 
processing factories in operation. 
‘The figure is expected to expand 
even further (to about 21) be- 
fore this industry reaches its 
maximum capacity. 

Only a small proportion of the 
goods produced by these firms 
can be taken up in Northern 
Ireland itself. In fact almost all 
the production is sent to Great 
Britain. The following figures 
will give some idea of the mount- 
ing volume of food exports from 
this corner of Ireland: 


fons 
1949 19,000 
1950 22.000 
1951 23,000 
1952 25,800 
This last figure is more than 


double the 1943/44 one. 

An important aspect of food 
processing is the use of by- 
products. It has been said that 
the meat canner makes as much 
profit out of the inedible by- 
products as out of the actual 
meat canning — and a valu- 
able part of Ulster’s industry 
is the processing of animal by- 
products which are put to a wide 
variety of uses including candles, 
livestock feeds, glue, fertilisers 
and fire-fighting foam. 

The greatest increase has been 
in the realm of fruit canning. 
Whereas the soup. production 
figure for 1952 shows little varia- 
tion on that of 1946, the fruit 
canning total is to-day almost 
four times as great as in 1946. 


There is a very large market in 
Great Britain for solid pack 
apples and this has proved a use- 
ful stop-gap for the slacker 
winter season. The canning of 
vegetables includes potatoes, 
large numbers of which have 
been prepared and canned for 
War Office contracts. Surplus 
fruit is made _ locally into 
high-class jams and marmalade 
These have to compete on the 
home market with jams imported 
from abroad, but the high quality 
of Ulster produce has kept them 
selling well, 

Jam factories no longer operate 
on a purely seasonal basis as 
before (when they were closed for 
half the year), but on an all-year- 
round basis which ensures regular 
continuity of employment al- 
though it involves the preserving 
and storing of fruit which cannot 
be used at once. 


A certain amount of Ulster 
jam is exported to the United 
States. 


The increase in ee has, of 


READ in one form or 

another is the staple food 
for most people in the civilised 
world. It is an article wanted 
in every home every day. 

The poorer the family the more 
bread is consumed. The indus- 
trial worker who earns his living 
by manual! toil, the farm labourer 
or the miner will consume more 
bread than a clerical worker. 
The higher the income group the 
less bread is consumed, although 
Gf truth be out) some of those 
who can afford a more varied 
diet might be better in health if 
they ate more bread. 

In the prayers of millions all 
over the world they say “Give us 
this day our daily bread.” It is 
cheap, nourishing, and above all, 
essential. 

How many of us have any 
thought of the origin of bread? 
The principal ingredients used in 
the manufacture of bread are the 
same to-day as they were in the 
time of Pharaoh. At the Metro- 
politan Museum of Art, New 
York, there is a basket of bread 
which is the oldest in the world. 
It was discovered in an Egyptian 
tomb and is said to be 3,500 years 
old. 

However, the method of pro- 
cessing the ingredients has 
changed and they now come to 
the bakery already prepared and 
as pure as science can make 


m. 
In Northern Ireland we have 


Expanding food processing industry is giving 
employment to more unskilled labour 


By L. N. HOLMES, 


needs of Northern Ireland 


Cardboard containers are also 


now manufactured locally. 


Northern Ireland has always 
suffered from an unemployment 
problem, and the introduction of 
industries has helped 
to relieve it to a certain extent 
since the work of food, particu- 


these new 


larly fruit, preparation calls for 
a large amount of unskilled 
labour. 


Fuel and power have presented 
no difficulties and Ulster has not, 


unlike England, had to. suffer 
from “power cuts.” 

In conclusion, it should be 
added that food processing 


should not be taken to mean, ex- 
clusively canning. 
is true that canning does form a 
very 
work done, 
forms of preservation 


of Newforge Ltd. 


course, led to a demand for cans, 
and to meet this the Metal Box 
Company has opened a new unit 
near Portadown to supply the 


Although it 


large proportion of the 
there are alternative 
such as 
quick freezing (which has become 


increasingly popular of late), 
smoking, deep freezing, pickling 
and open packing. The em- 
phasis over the past ten years has 
shifted from meats and soups to 
fruit and vegetables, but it is 
doubtful whether either has yet 
reached anywhere near a maxi- 
mum potential output. 

With the increase in the price 
of sugar, which has forced up the 
prices of the fruit products, and 
the freeing of a larger range of 
meats, it is difficult to forecast 
which side, meat or fruit, wil! 
have the greater expansion dur- 
ing the next few years. 

One thing is certain; it is that 
the demand for processed foods 
is not likely to decrease and, 
whatever economies have to be 
effected in the national budget, 
it is unlikely that home produced 
foods will be adversely affected. 

Indeed in an attempt to obviate 
unnecessary importing from 
abroad, British food processing is 
likely to receive every encourage- 
ment from official sources. 


Baking—and ‘selling— our our daily bread 


By G. FERGUSSON, 


production manager, Inglis & Co., Ltd. 


one of the largest bakeries in the 


over 
10,000 bags of flour are baked 


United Kingdom where 


into bread every week. 
The 


two wecks. 


During this time it is analysed 
in the laboratory for purity and 
quality and is then further physi- 


cally tested to ascertain its bread- 
making characteristics. 


quality. 


The blending is done by an 
automatic machine which passes 
the flour on to a weigher where 
a predetermined quantity is 
and delivered to 
A row of 


measured out 
the mixing machine. 
giant mixers stand on the fourth 
floor; to these are added all the 
ingredients including the accur- 


ately measured quantity of water 
at controlled temperature and the 


mixing is completed. The dough 


is discharged into stainless steel 
containers which 


r travel 
mono-rail and it is then left to 


ferment until the degree of ripe- 


flour is brought to the 
bakery in the firm's own lorries 
where it is lifted to the fifth floor 
by an endless conveyor. It is 
then stacked to ensure that air 
circulates freely round the sacks 
and left to mature for at least 


With 
this data, the experts are able to 
blend the various grades together 
in the right proportions to ensure 
complete uniformity and high 


on a 


ness is obtained which will give 
the consistency required for the 
best possible loaf. The whole 
process is contrelled with great 
precision, and is fully automatic, 
but skilled bakers watch it at 
every step. 

The dough is now conveyed to 
the third floor where a row of 
automatic machines cut and 
weigh it and it passes into prov- 
ing cabinets where it is again 
allowed to ferment before passing 
te the moulding machine which 
gives it the shape and appearance 
required. The dough then passes 
to a final proving cabinet where 
it is allowed time to “rise” before 
entering the oven. At this 
bakery there are four huge ovens, 
al! thermostatically controlled, 
each capable of baking 3,000 
loaves at controlled speed. Every 
hour 9,000 beautifully baked 
leaves pass on to the conveyor 
bands. 

The bread now passes to 
the cooling and wrapping room 
where, still moving in gigantic 
coolers which carry 21,000 loaves, 
it is allowed to coo] sufficiently 
before being sliced and wrapped. 
The bread then passes to the 
packing and despatch depart- 
ments on the ground floor to be 
packed into the vans. 

We send bread all over the 
six counties of Northern Ireland 
and our 700 red and maroon vans 
are to be seen in every highway 
and by-way delivering from 
door to door. 
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Centenary Year, 1955 


Ivish Nems 


HOLDS A UNIQUE POSITION IN 


NORTHERN IRELAND 


Serves, without rivals, 


OVER ONE-THIRD 


of the population 


Certified Average Daily Net Sales 
JULY-DECEMBER 1952 


| have examined the Publication Records of the ‘IRISH NEWS”’, Belfast, for the 
six months ended 3lst December, 1952, and | certify that the average daily net 
paid circulation during that period was 44,513 (forty-four thousand, five hundred 
and thirteen) copies per issue. 


19/20 Rea’s Buildings, (Signed) E. C. Comerton, B.Com.Sc., 
142 Royal Avenue, Belfast. Incorporated Accountant. 
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For specimen copies and rate-card, apply 


LONDON OFFICE 
177-8 FLEET STREET, EC.4 (Phone CENtral 8497) 


Head Office: DONEGALL STREET, BELFAST (Phone 25486-7) 
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and abroad. The Commentary 
is in its eighth year of publica- 
Government Information Service motes _ 
pro By telling the world about 
Northern Ireland's attractiveness 
as a location for industry the 
economic development Information Service achieves an 
important economic aim. 
The facts are constantly fea- 
HOUGH it would be diffi- beginning of 1940 the Stormont many countries, particularly to sec, Bll ps aang ae - 
cult to categorise all its (Belfast) office was established the British Commonwealth and b senneced by the Mini 
: and in 1946 the London staff the United States subject, prepared by the Ministry 
duties, the main functions of tne ; . of Commerce, have been widely 
moved to the fine Ulster office in This literature, excellently pro- : ‘ p 
the Northern Ireland Govern- lc gg ep : distributed. An example of this 
Lower Regent Street. Since then duced and profusely illustrated, is BI - 
ment Information Service may ; eden book by Dr Hugh ‘Ye Of literature is Blueprint for 
the service has expanded in a_ includes booklets by Dr, Hug Industry, which explains (a) that 
briefly be described as follows: remarkable way. Shearman, whose Northern the Mini i = if nomena ae 
The dissemination daily of The news service is a day-to- /reland and How Northern e Minis c ce 
factual information to the day distribution of Government /reland is Governed were written 
press and radio organisations and departmental information for the Ministry of Education. By F. M. ADAMS, 
of the United Kingdom and through the Belfast and London Both have had a wide general 
overseas countries; offices, which are connected by circulation and have been placed Northern Ireland Government Press 
The preparation and distri- teleprinter. Many tributes have in thousands of schools and edu- and Publicity Officer 
bution of literature which — peen paid to the speed and reli- cational institutions in countries 


interprets Northern Ireland to ability of this service. near and far. Then there are power to provide factory premises 
the world; im Northern Ireland Charter and and to lease them to industrial 
The handling of day-to-day . Northern lreland as an Outpost concerns; (b) that industrialists 
news and information inquiries; Factual print of Defence. Northern Ireland who would prefer to build their 
The administration of a high- Charter contains a summary of own factories can be helped in 
quality lecture service which Each year about half-a-million four broadcast talks on “The _ the provision of sites and advised 
operates in all parts of Great jtems of printed literature are Constitution of Northern Ireland” as to the most suitable locations; 
Britain. issued by the Information Service by F. H. Newark, Professor of (c) that the Ministry is em- 
While these are the main func- and the impact on world opinion Jurisprudence, Queen’s Univer- powered to make grants to facili- 
tions, many other duties devolve of these factual, objective publi- sity, Belfast, and Outpost repro- tate the establishment of new 
on the Service. cations has been considerable. duces a_ study of Northern industrial enterprises; (d) that 
In the first half of its thirty- This material explains the con-  Ireland’s strategic importance in industrial premises in Nofthern 


two years span the Government _ stitutional position of Northern — the defence of the North Atlantic Ireland are exempted from rates 
of Northern Ireland was without Ireland, its importance as an by Cyril Falls, Chichele Professor to the extent of 75 per cent; and 
a fully organised information integral part of the United King- of Military History, Oxford (e) that the country has a sub- 


service. The first step towards dom and its value in the strategic University. stantial reserve of labour of ex- 
the existing comprehensive organ- pattern of Commonwealth and Ulster Commentary, a monthly — cellent quality. 
isation was the opening of an Atlantic defence, as well as its news bulletin, has achieved im- In pursuance of this economic 


office in Cockspur Street, London, activities and achievements in pressive circulation figures. Its plan another pamphlet, Northern 
where trade and information industry, culture and civic affairs. articles are often quoted by news- Ireland as a Location for Industry 
matters were handled. At the Government booklets are sent to papers and magazines at home has also been distributed. 


PML MOTT TT 


In Ulster there are 
over 90,000 holdings 


covering 32 million acres... 


Any Company with goods to sell to the Farmer—for the tilling 
of his land or modernisation of his methods, the improvement 
and equipment of his buildings—will find a ready response 
to advertising in 


ULB PC AAEM 


THE 


ULSTER FARMER 


which has enjoyed the confidence of Ulster’s Rural Community 
for 52 years 


Largest Net Sale in field 


in Northern Ireland 


131 Fleet Street 
LONDON, E.C.4 


Tel. : CENTRAL 1960, 3133, 3754 


Rate Cards, Specimen Copy, etc., from 


(MAGAZINES) LTD. 
MMA EN ee ns 
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For nearly 


ONE HUNDRED 
YEARS» 


Gallahers have manufactured 
tobaccos and cigarettes of the 
highest quality and the finest value for 
money. 

That the popularity of their products 
grows continuously is a happy reflec- 
tion on the outstanding quality of 
Gallaher brands, which have now 
been enjoyed by four generations of 
smokers. 


GALLAHER 


Limited and Associated Companies 


TOBACCO, CIGARETTE AND SNUFF MANUFACTURERS 


BELFAST @© MANCHESTER @© LONDON 
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Northern Ireland prepares for Coronation 


One of the previous occasions on 
which the Queen (then Princess 
Elizabeth) visited Ulster. Here 
she is, with Sir Frederick 
Rebbeck, chairman and managing 
director, Harland & Wolff Ltd., 
at the launching of H.M.S. Eagle 
in 1946. 
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BUILT IN BELFAST... 


SHORT BROTHERS & HARLAND LTD. have a striking record of ‘firsts’. 
They were the first firm in the world to manufacture aircraft. They made the 
first twin-engined aircraft, the first aircraft to fly from a ship, the first with 
folding wings, the first torpedo carrying aircraft, the first aircraft of metal 
At Belfast today, in this pioneer tradition they 
are building some of the most versatile military and civil aircraft — land 


stressed-skin construction. 
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N 1953 the day of days for 

the whole British Common- 
wealth will be on Tuesday, 
June 2, when Queen Elizabeth 
the Second will be crowned in 
Westminster Abbey with tradi- 
tional pomp and ceremony 
inherited from centuries long 
past. 

Northern Ireland, like the rest 
of the United Kingdom, is busy 
with plans for popular celebra- 
tions. 

In official circles preparations 
are also being made for a second 
event--the visit of Her Majesty 
and the Duke of Edinburgh at 
the beginning of July. 

It is not yet possible to bring 
the celebration programme to a 
focus. City and town, village 
and hamlet are working out their 
own jdeas, and the ultimate 
result will doubtless be a colour- 
ful mosaic without a_predeter- 
mined pattern. 

One project, notable for its 
originality and imaginativeness, 
has been initiated by the Ulster 
Society for the Preservation of 
the Countryside. Thousands of 
acorns have been obtained from 
Windsor Great Park and these 


planes, flying boats, carrierborne aircraft and amphibians — of our time. 


<: Shorts 


THE FIRST MANUFACTURERS 
OF AIRCRAFT IN THE WORLD 


SHORT BROTHERS & HARLAND LTD. 
QUEENS ISLAND, BELFAST 


and Royal visit 


are being distributed to school 
children for planting throughout 
Northern Ireland. Thus the 
commemoration of the Corona- 
tion will be carried far into the 
future when the resulting trees 
come to maturity. 


Northern Ireland will form 
part of a chain of bonfires that 
will blaze on mountain tops 
throughout the United Kingdom. 
In every area celebrations are 
being organised by local Councils, 
education authorities and com- 
mittees of citizens. There will be 
a wealth of pageantry, and 
special provision will be made for 
school children and for young 
people over schoo] age. Events 
in June directly linked with the 
Coronation will include a pageant 
at Portadown, County Armagh, 
under the title “The Life and 
Times of Elizabeth I” and a 
Festival of Music at Portstewart, 
County Londonderry. 

Belfast will be ablaze with 
decorations. In many streets in 
the industrial parts of the city 
committees of householders have 
been formed to organise Corona- 
tion celebrations, a big feature of 
which will be children’s parties 
out of doors. Residents are 
making weekly contributions to 


SEALAND 


@ 


ee Se ese 


MARCH 26, 1953 


the Celebration Funds 
have been started. 

Dr. J. Stuart Hawnt, director 
of education for Belfast, has 
recommended the Corporation to 
present Coronation souvenirs to 
76,000 school children. His 
proposal is that children jn 
Standard 1V_ should be given 
copies of the Coronation Book 
by William le Hardy, with a 
special message from the Lord 
Mayor of Belfast bound in it, 
and that younger pupils should 
receive decorated pencil boxes 
and Coronation medals. 

Ihe Council for the Encour- 
agement of Music and the Arts 

Northern Ireland counterpart 
of the Arts Council in Great 
Britain—is planning the produc- 
tion of an Irish Ballet during the 
Coronation period. 

Northern Ireland does not yet 
possess a fully fledged television 
service, but thousands of people 
will view the Coronation proces- 
sion and the Westminster Abbey 
ceremonial on television screens, 
as the British Broadcasting Cor- 
poration is erecting a temporary 
transmitting station on the Black 
Mountain, less than three miles 
west of Belfast. 

All this reflects the fervent 
loyalty of the Northern Ireland 
people and their deep affection 
for the Royal Family. 

There have been many royal 
visits to Northern Ireland in 
recent years, but the coming visit 
of the Queen and the Duke of 
Edinburgh bids fair to be the 


which 


greatest of them all. 
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- for quality 


Many a year has passed since Inglis started to 

make biscuits. It takes time, experience and skill to 

make a perfect product. Inglis believe that they have 
gone a long way to achieving this. 

Inglis have got used to shortage of ingredients; but 
out of what Inglis can use comes a galaxy of delightful 
shapes and sizes, each blended with goodness and baked 
to perfection. 


Many a year will pass before you can find better. 


tsewild 


Inglis & Co. Ltd., Belfast 
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Uister Tourist Board is using all-out publicity drive 
to attract visitors 


By |.,.M. WILLIAMS, 


deputy general manager, Northern Ireland Tourist Board. 


HE world over, tourist traf- 

fic is to-day “big business.” 

No longer is it sufficient to dis- 

miss scenic wares with an 

obscure paragraph or a 

sketchily prepared brochure 
and then trust to luck. 


Granted, with excellent 
material, the job is less difficult. 
And no one will deny that Nor- 
thern Ireland possesses that 
material. But it is one thing to 
know what we have to offer and 
another to present it to those 
whom we wish to attract in a 
convincing manner. 

Tourists to-day are discerning 
in their choice. For them, scenic 
beauty must be liberally gar- 
nished with modern amenities. 

The solution of this dual prob- 
lem has been, and continues to 
be, the aim of the Northern Ire- 
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the 
ling and al) other outcioer games 
PASSPONTS TRAVEL PERMITS 
CURRENCY RESTRICTIONS CUSTOMS BARRIERS 
but plenty of good food and a triendly welcome trom a 
friendly people. 

Bic sea routes from Liverpool, Heyshum Stranraer Ciaegow 
and Ardrossan. Frequent Alu Gervices trom Liverpool. Man 
chester Birmingham. London ond Glasgow 
AND AT THE END ONE OF THE FINEST HOLIDAYS 
you ba EVER HAD 
Guides, otc. trom all Travel Agents or trom the TOVAIST 

INFORMATION ( CENTA. 6. Royal Avenue, beitos 


r—~ Special Events this Week in Bolton v4 
FREE 1LM SROWS PRIZES FOR SCHOOL 
Thee wit be TWO THEE POM =©6CHILDREN'S ESSAYS 
Foeyory lee soa 1th te tee Prisee walow C2, C1 /GP gud fr 
Cosperetve Mal. Bridge Biree: will be ewerded fpr (Ge bert 
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Press advertising to attract holi- 

day makers to Ulster is used 

extensively, This advertisement 

was used during a special promo- 
tion event at Bolton. 


land Tourist Board. Steady pro- 
gress has been the culmination of 
their efforts. 


It would be impossible, in a 
short article, to itemise all that 
the Board is doing or has done 
since the Tourist Traffic Act of 
1948 brought it into being. But 
a few details will be of interest. 

Publicity, as was natural, fea- 
tured largely in the scheme of 
things. 

Ulster as a tourist centre was 
featured extensively in the Com- 
monwealth countries, the United 
States of America, and, to a 
lesser extent, on the Continent. 
Travel agents throughout the 
world received information about 
the Province. In England, Scot- 
land, Wales and, a little nearer 
our own border, in Eire the cam- 
paign was intensified by direct 


representation and canvass. 
Through the British Travel 
Association, representation is 


—- in London, New 
York, ontreal, Toronto, Wel- 


lington, Sydney and Paris. 
Coverage is, therefore, pretty 
extensive. 


The authority vested in ihe 
Board to register and inspect 
catering establishments has 
proved of immense value. En- 
couragement (rathey than puni- 
tive measures) has resulted in 
improved services and a stepping 
up of amenities. This, coupled 
with the aid the Board can ren- 
der by loans for improvement 
and expansion, has had most 
satisfactory results. 

Financial assistance is not, 
however, restricted to catering 
establishments alone. The Board 
is fully alive to the indirect pub- 
licity achieved through — the 
medium of international sporting 


Photographs of Ulster beauty spots 
by J. Allan Cash, show (left to right): 


NORTHERN 


TRELAND 
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This new poster, issued by the Ulster Transport Authority, will be 
widely exhibited at railway stations and tourist agencies throughout 


Great Britain. 


It is by Lance Cattermole. 


The views are typical of 


the variety of Ulster scenery, while the map shows the tourist resorts, 


beauty spots, 


principal physical features and main centres of 


population. 


fixtures and grants to some of 
these have been fully justified. 

One of the most interesting and 
effective parts of the Board's 
educational work was the invita- 
tion to Northern Ireland of 
groups of travel agents. Enter- 
tainment to them Was made pos- 
sible through the generous assist- 
ance and hospitality given by in- 
dividual proprietors of catering 
establishments, and by various 
local authorities. It is the inten- 
tion of the Board to expand this 
system and to go further afield 
into the travel trade in order to 
win its interest. 

In addition to the written word, 
pictures are Of immense value in 
the tourist industry and here 
again the Northern Ireland Board 
is alive to its opportunity. First 
class photographs are issued for 
free distribution to the British 
Travel offices abroad. There has 
been a constant demand for 


7m ciate 


, bing 


are widely distributed throughout the world. 
Whitehead. Co. Antrim, one of Northern Ireland's most popular 
seaside resorts only 12 miles from Belfast; the beach at Portstewart, Londonderry; 

most beautiful of nine Glens in 


photographs of Ulster scenery 
and the Board is satisfied that the 
expansion of this work is worth 
while and secures not only tourist 
but general publicity for the Pro- 
vince in the world’s magazine, 
weekly, and daily press. 

In common with the rest of the 
Commonwealth, Northern Ireland 
looks forward with pride and 
pleasure to the Coronation cf the 
young Queen. That historic event 
coupled with the fact that she and 
her Consort will visit Northern 
Ireland early in July is the hall- 
mark of a very joyous and impor- 
tant year for Ulster, 

Thousands from overseas will 
flock to London and thousands, 
as advance bookings already 
indicate, will include in their 
itinerary a visit to Ulster. 

The Northern Ireland Tourist 
Board is alive to all this and is 
taking steps to make the visit of 
tourists the most memorable ever. 
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fly BEA to Northern Ireland 


There are fast frequent services from London to Belfast 
Special off-peak fare {10 return; from Birmingham £8 ret; 
also services from Liverpool, Manchester, Glasgow and 
the Isle of Man. 


Reservations : Principal Travel Agents, local BEA offices or BEA, Dorland 
Hall, 14/20 Regent Street, London, $S.W.1. (Telephone : GERrard 9833.) 


BRITISH EUROPEAN ATRWATS 


t —— a 
- — - 


VASCOW © LIVERPOOL —- 


EXPRESS PASSENGER SERVICES 


BELFAST STEAMSHIP CO. LTD. BURNS & LAIRD LINES LTD. 
9 DONEGAL PLACE, BELFAST 
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E. E. 


Telephone; CENtral 3952 


their districts. 


They are: 


ARMAGH GUARDIAN 
BALLYMENA OBSERVER 
BANBRIDGE CHRONICLE 
COLERAINE CHRONICLE 
DOWN RECORDER 
IMPARTIAL REPORTER 
LISBURN STANDARD 
LURGAN MAIL 


Co. Armagh 
Co. Antrim 
Co. Down 
Co. Derry 
Co. Down 


To cover fully the 1,000,000 Provincial 
Population of Northern Ireland 


YOU MUST INCLUDE THE 


ULSTER 
ASSOCIATED 
PRESS 


a group of newspapers with an impressive circulation and an 


inclusive flat rate. These papers are the family newspapers of 


Co. Fermanagh 


Co. Antrim 


Co. Armagh 


NEWTOWNARDS CHRONICLE Co. Down 


PORTADOWN NEWS 


STRABANE WEEKLY NEWS 


TYRONE CONSTITUTION 
ULSTER GAZETTE 


Co. Armagh 
Co. Tyrone 
Co. Tyrone 
Co. Armagh 


NET SALES 
31.500 


* FLEET STREET - 


LONDON: 


Fullest information from the London manager 


PRESTON 


E.C.4 | 


Telegrams: EDPRES, FLEET, LONDON 
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_ Belfast firm builds Canberra bombers 


and Comet airliners 


PRODUCTION of jet 
planes is a new develop- 
ment recently started in 
Northern Ireland. Canberra 
bombers and Comet airliners 
are being constructed by Short 
Bros. and Harland Ltd. 

Successful test flight of the first 
Belfast-built Canberra has al- 
ready been completed. 

Not only have the company 
fluwn their first Canberra ahead 
of the target date but they were 
the first of three British aircraft 
manufacturers engaged on 
“super - priority” Canberra pro- 
duction to do so. All these com- 
panies started work at the same 
time. 

One of the reasons for this 
achievement was revealed by 
Rear Admiral M. S. Slattery, 
chairman and managing director, 
who said they had anticipated the 
centract by six months and 
ordered £500,000 worth = of 
machine tools from all over 
Europe. This had made possible 
the early delivery of the aircraft. 

Rear Admiral Slattery also 
gave details of Comet production 
at Belfast. He said that orders 
were already placed for 15 Comet 
Series I} aircraft to be built in 
Belfast, but that it would be 
possible when production was 
going ahead to produce a Comet 
a week “without turning a hair.” 

The company’s airport was 
being extended and its runways 
strengthened in readiness for 
Comet production. 

The first Belfast-built Comet II 
is scheduled for flight in 1954. 
Out of the total factory space of 
1,300,000 square feet for produc- 
tion of aircraft, 500,000 square 
feet wil’ be available for Comet 
production. A new factory giv- 
ing 130,000 square feet has been 
built for this purpose. 

A great amount of pre-produc- 
tion work is entailed in preparing 
for the production of the Comet 


Series II jet airliner. This is now 
i} progress. 

Production also continues on 
the company’s own planes. In 
particular, a contract has been 
completed with the Government 
of East Bengal for the supply of 
two Sealand amphibians to the 
East Bengal Provincial Transport 
Commission. Designed to carry 
five passengers, these aircraft will 
be used to facilitate the Commis- 
sion’s communications over the 
widespread territory under its 
administratjon. 

Sealands are now in service in 
Norway, | Yugoslavia, Egypt, 
Pakistan and the United King- 
dom, while one is scheduled for 
delivery to Borneo. The first 
Sealand of the ten on order for 
the Indian Navy was completed 
at Belfast last October. 

Work continues to be carried 
out on Sunderland long-range 
patrol flying-boats for the Royal 
Air Force. Much of this js now 
allocated to the former Royal 
Air Force flying-boat Mainten- 
ance Unit at Wig Bay, Stranraer, 
Scotland, now operated by Short 
Brothers and Harland Ltd. as an 
outstation. A number of Sunder- 
land Mark V flying-boats have 
been overhauled and brought up 
to the latest standards of modifi- 
cation for the Royal New Zea- 
lend Air Force. 

Another facet of the activities 
of Short Bros. and Harland is 
worth mentioning. The company 
continues to sponsor the fabrica- 
tion and erection of aluminium 
type schools in Northern Ireland. 
Schools of this type erected since 
iate 1949 represent a total of 
accommodation for 10,000 pupils. 
At the end of last year work 
commenced upon a new Imer- 
mediate School in Londonderry 
which wiil embody new principles 
of construction offering a greater 
degree of flexibility in construc- 
tion than has been possible in 
the past. 


Suvemmante te over Gt. Northern 


| Pgmapel to play a large part 
in the re-organisation of 
transport now proceeding in 
Northern Ireland is G. R. 
Howden, recently appointed 
chairman of the Ulster Trans- 
port Authority. 

Mr. Howden had been general 
manager of the Great Northern 
Railway Co. (Ireland) for some 
years This company — which 
operates on both sides of the 
border--is now being taken over 
by the Ulster and Eire Govern- 
ments jointly. It will be managed 
by a joint board on which both 
Governments will be equally re- 
presented. The Ulster Transport 
Authority will represent the 
Government of Northern Ireland, 
and it is anticipated that Mr. 
Howden will be the first chair- 
man of the new joint board. He 
has had considerable experience 
of railway and transport prob- 


lems in the whole of Ireland, for 
besides being general manager of 
the Great Northern Railway he 
was also general manager of 
Coras lompair Eirann. 

Mr. Howden has been a con- 
sistent advocate of the use of 
diesel traction on Irish railways, 
believing that this method of 
operation was most likely to 
make them into profit-making 
concerns. Ten such trains have 
been running on the Great 
Northern for some time, some of 
them on the main Belfast, Dublin 
Cork line. Before giving up his 
appointment with Coras lompair 
Eirann, Mr. Howden was respon- 
sible for a decision to work a 
large part of their passenger 
transport system with rail cars. 
Sixty high-speed units have been 
ordered from A.E.C. Southall! 
and are expected to be in opera- 
tion by the end of this year. 
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ROSS'S 


still the best non-alcoholic drink ever devised by man; but there is 
nothing to prevent the discreet addition of a little good whisky. 


blends with any fine gin in a subtle mellow harmony. 


a delicious all-the-year round beverage made from the 
pure juice of selected fruit and refined cane sugar. 


another happy blend of nature’s bounty and man’s art. 


W. A. ROSS AND SONS, 


Belfast ginger ale 


Indtan tontc water 


Grape frutt squash 


Ginger beer 


LIMITED, BELFAST 


A record of 124 years’ 
service 


SINCE 1829 


THE LONDONDERRY SENTINEL 


has been the leading and most influential medium in 
Londonderry and the North-West of Ireland for all 
classes of advertisers in Great Britain and the Republic 
of Eire. 


THE LONDONDERRY SENTINEL 


is the only morning newspaper published in Londonderry 


on Tuesdays, Thursdays and Saturdays. 


It circulates extensively in the populous and prosperous | 


manufacturing and agricultural areas of Londonderry 
City (population 51,000) and the Counties of 
Londonderry (population 155,520), Tyrone (popula- 
tion 127,580), Donegal (population 131,511) as well 
as in the northern part of County Antrim. 


It has unequalled reader-confidence. 

It is relied on for up-to-the-minute reports of inter- 
natjonal, national, provincial and local news as well 
as news and features dealing with agriculture, finance 
and sport. 

London Office: 
80 Fleet Street, E.C.4. TEL. CEN 4438 


Head Office: 


Pump Street, Londonderry. Tel. Londonderry 2678 


If you have a product to sell advertise in the 
“ SENTINEL” 


| Advertisements 2 


- | never read em! 


Ah Well! what about 
the new repeating alarm 
clock that wakens him 
in the morning—and 
the shaving soap he uses. Oh yes, he saw them advertised 
alright. Take the bulb catalogue he saw advertised—it so 
impressed him that off went his Postal Order for a supply of bulbs. 


And before he goes to bed after having ‘ignored’ all the advertise- 
ments in his evening paper, he has a night-cap to promote sound 
sleep, which between ourselves he saw advertised too. And 
last of all he pops his dentures into a cleanser—did he see it 
advertised? Let's just pretend he bought it by accident. 


Good advertising telling a convincing story cannot fail to impress 
its readers. Wells Advertising are specialists in writing and 
designing forceful selling ideas. Get in touch 
your disposal. 


our advice is at 


WELLS ADVERTISING, Publicity House, Belfast 
Telephone: Belfast 43280 9 
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SERVING 


including the well-known 


NON-STOP 


Traffic Manager, Belfast 


GREAT NORTHERK AEWA 
THE NORTH-SOUTH LINE 


FAST STEAM AND DIESEL TRAINS BETWEEN 


BELFAST and DUBLIN 


“ENTERPRISE” 


EXPRESSES 


Passenger and freight enquiries to 


one in five 


of the population of Northern 


Ireland 


has an account in the 
Belfast Savings Bank 


Progress of the Bank since 1900 


Year — Total Funds Year a. Total Funds’ 
1900 14,366 | 595,343 1942 | 139,660 19,980,635 
1910 | 21,718 | 903,226 1943 | 153,186 23,685,982 
1920 | 29,998 2,074,679 1944 | 165,202 27,863,114 
1930 | 45,774 4,569,446 1945 175,743 | 32,777,591 
1935 | 73,223 8,859,151 1946 185,281 | 36,581,974 
1936 | 77,743 9,610,464 1947 | 196,834 | 39,994,865 
1937 | 89,038 | 10,926,712 1948 211,933 | 43,277,473 
1938 95,217 | 11,836,260 1949 | 226,413 | 46,062,037 
1939 | 100,825 | 12,670,748 1950 | 239,638 48,351,943 
1940 109,393 | 13,640,031 1951 | 251,023 47,972,418 
1941 124,783 | 16,567,144 1952 | 263,023 48,335,949 


There are 26 branches of the Belfast Savings Bank 
serving the needs of the people of Northern Ireland 


BELFAST SAVINGS BANK 


HEAD OFFICE: ARTHUR STREET, BELFAST 
137th Year of Service! 


24 


@ Continued from page 10 
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£100,000 for linen publicity 


turers were doubtful of the effect 


| on the home market of coloured 


linens they must by now be con- 
vinced by the success of the Irish 
Linen Guild’s “Fashion in the 
Home” exhibition in November. 
The table settings chosen from 
a range of Irish linen by the 
eleven dress designers have had 
country-wide notices in the press, 
and there is litthe doubt that 
Irish linen sales can lose nothing 
by following present colour 
trends in home decoration. 

The Coronation will not have a 
great effect on the actual appear- 
ance of linens. Irish linen damask 
is, Of course, a long established 
medium for commemoration. The 
roval occasions of the Victorian 
reign, the impressive battle rolls 
of 1854. not to mention § the 
famous “No Surrender” cloths 
which constantly reminded nine- 
teenth century politicians of the 
siege of Londonderry, can all be 
found immortalised by the 
jacquard machine, 

But the days are gone when a 
manufacturer can risk the expense 
of a special damask production 
for a few weeks’ unpredictable 
sales; and the most pronounced 
effect of the Coronation promises 
to be in the excellent cause of 
hetter packaging and display 
features. 

The Irish Linen Guild, created 
almost twenty-five years ago “to 
promote and extend the use of 
Irish linen throughout the world” 
will this year spend more than 
£100,000 on general publicity, 
about £60,000 contributed by the 
Northern Irish Government. 

The United States campaign 


@ Continued from page /2 


Tobacco industry 


tobacco looks like a rope, 
meet the different market de- 
mands may vary in size from 
thinner than a pencil to as thick 
as a steel hawser. Then the 
tobacco is made into rolls which 
are corded on the outside to pre- 
vent them bursting under pres- 


and to 


sure. Finally they are put in 
large presses where they are 
alternately pressed and baked 
over a period of about two 
weeks. 


Finished rolls are sent to the 
cutting and weighing department 
where nimble fingered girls cut 
the tobacco into pieces, wrap 
and label them. 

The Gallaher 
Northern Ireland employ some 
three thousand people in their 
factories and jwarehouses, and 
produce many well-known brands 
of tobacco and cigarettes amongst 
which are Condor, War Horse. 
and Rich Dark Honeydew 
tebaccos, and du Maurier, Park 
Drive and Medium De Luxe 
latter selling in 
under the name of 


group) in 


Cigarettes, the 
Ulster only, 
“Blues.” 


now entering its third year will 
again be directed to stimulating 
demand by advertising. Display 
packs and advertising material 
are again being circulated to 
shops throughout the United 
States to mark various retail 
trade occasions culminating in 
Irish Linen Week which this year 
was planned around St. Patrick's 
Day. 

A special feature of store pub- 
licity in the States this year has 
been a travelling exhibition of 
old household linens from 
Britain All the exhibits have 
been loaned to the Guild by 
private owners and the qualifi- 
cation for inclusion was that they 
should be over 100 years old and 
still in limited use. 

For the first time since the war 
the Guild will be doing a modi- 
fied home advertising campaign 
which began a few weeks before 
Christmas with the dispatch to 
ahout four thousand retailers of 
counter-cards with the slogan 
“Give Trish Linen This Christ- 
mas.’ An Trish Linen Week will 
he held from June 15 to 20. 

The linen trade faces a future 
which will not be altogether easy 
for any textile trade, but its 
equipment for dealing with the 
situation is probably better than 
‘t has been for some time. 


To cover the North-West of 
Ireland effectively 
you MUST advertise in 


Derry Journal 


Largest circulation of any 
paper published in the 
North-West area. 


Certified figures supplied 
on application to Head 
Office, 3-5-7, Shipquay 
Derry, 


Street, Ireland, 


or lo 
E. E. PRESTON 
69 Fleet Street 


London Representative 
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{RISCOT LIMITED 


Suceessors to 


IRISCOT LTD. SUCCESSORS 


IRISCOT 


Successors to ANDREW A. WATT & CO., LTD. 
Established 1762 


Directors: Geoffrey Watt 


H. Lane P. OW. 


Dickson 
Cc. dD. Stewart-Liberty, Managing Director 


Secretary : Olive G. Kitson 


Wholesale Wine and Spirit Merchants 


Mineral Water Manufacturers 


Bottlers of GUINNESS, BASS & GAYMER’S CYDER 


LONDONDERRY 


BONDED STORES: C. & E. WAREHOUSE, BOND'S HILL 
OFFICES: SHIPQUAY STREET 


Telegraphic Address: **1YRCONNELL, DERRY” 


Telephone Numbers 2256 G. Watt 2257 
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ADVERTISER'S WEEKLY Northern Ireland Supplement Marcn 26, 1983 


JOHN KELLY LID 


STEAMSHIP OWNERS 


LARGEST COAL IMPORTERS IN’ IRELAND 


Head Office 


STATION STREET, BELFAST 


Branches 
WARRENPOINT, LONDONDERRY, COLERAINE, CARRICKFERGUS. 


AGENCY AT LIVERPOOL. 


reese 


‘“Ballykelly’’ ““Ballygally”’ **Ballydougan’ 
*‘Ballykesh"’ ‘*Ballygilbert’’ “Ballyclare’’ 
‘“Ballykinlar”’ ‘“Ballygrainey’’ "Ballycastle™ 
““Ballykirk’’ ‘“Ballygarvey”’ Ram 
““Ballyknock”’ ““Ballygowan”™’ ““Ballyadam"” 
““Ballykern”’ ““Ballydorn”’ ‘*Ballyarnot”’ 
““Ballyhaft’’ ““Ballydene"’ ‘*Ballyalton"’ 
*Ballyhalbert"’ *Ballydonnell”’ ‘“Ballyards”’ 
““Ballyhenry’’ Ballyduff”’ ‘““Kerrymore” 


Bunkers Supplied Lighterage Contractors 


Owners of 
WARRENPOINT HARBOUR AND DOCKS 


Agency Department 


AGENTS IN NORTHERN IRELAND FOR 
Houseman & Thompson Ltd, Water Treatment 
Specialists. N.C.B. By-Products = Synthaprufe, Presomet 
and Presotm. Xzit (G.B.) Lid -Refractory Coatings 


ALLIED COMPANIES: Wm. M. Barkley & Sons, Ltd., Belfast. John Milligen & Co., Ltd., Belfast. 
R. & D. A. Duncan, Ltd., Belfast. Alexander King, Ltd., Belfast. Suttons, Limited, Cork. 
Robt. McCowen & Sons, Ltd., Tralee. R.& L. W. Hunter, Sligo. T. & J. Connick, Ltd., Dundalk. 


Published by the Proprietors, BUSINESS PUBLICATIONS. LTD. at their office at 180. Fleet Street. London EC 4 (Phone Chancery 8844) 
March 26, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street. London, establishment 
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